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SMALL CITIES & BIG FARMS. ..360,000 FAMILIES 



WHEN SHOULD 
YOU DROP A 
WEAK TV SHOW? 
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nintK in a scries of 12 ads based on the signs of the xodiac 





PROGRESSIVE 
...and 

twelve months 
out of every year 
stations 
under the sign 
of IVIEEKER 
benefit by: 

PROGRESSIVE planning 
for the long term . . . 
Realistic 

commission plan 
for stations; j' 
profit-sharing plan f 
for staff. 

This insures 
cooperative selling, 
stability of personnel 
and equal sales 
effort 

per station. 





of a 
limited list 



the meeker company, inc. 

radio and television station representatives 
new york Chicago san francisco los angeles Philadelphia 




Striking camera angles, (irainatic c]n-(»-ups and a lu-w. 
l)aii(l \rr^i()n of the l.ii:hl-l p Time ^miji add sparkir to the iirw 
T\' rainpaign for Lucky Strike cii:art'll(»> — made hy The 
ViiUM-ican Tobacco Company. Commercials all feature tlie popu- 
lar Lucky Strik(* couple. Grace and Ivu>'-. in appealinj:. tru(*-lo- 
life smoking --ituation^ . . . and make thi-- mo-t inviting promise: 
"You'll >ay a Lucky V tlie he-t-ta-ting cijrarette you ever >moked." 




Peela banana, eatahanana, drinkal)anaua I liat'> llanana^laui:. 
And if awards, are any indication, tlii* campaign for I uited Fruit 
Company is a banana-ma-h bit. A- a ci»n-um(*r >erie*. Hanaua- 
>lang was lionored l)y Esquire magazine, and in idrvrtising 
Ag(\ Adapted ft>r trade paper--. Banana^lang won a prize in tbe 
A-sociated Fiusine^- Publication- contc-t. True to tlie campaign 
tlieme. Banana reader-^bip ba-- been "w liole-onie— and tlien M)nie/* 

BATTEN, BARTON, DURSTINE 

.NEW \ORK . • PONTON . Btrr^lO • (1111 «(.0 • t.lL%L[«ND . O * I H " • t*fTHOIT • 
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Everyone talks about the weather e-pn ialL -alt mauii- 
facturer-. In fact, tin* elaiin <»f --iilt pouring in damp w<-jtb<-r 
lui- bec^Muie an adverti'-ing (di( bi'. >n lutei national ^.ilt Coui- 
pany i- taking a new approach for il* >ti'rling >ab. Lntuioiing 
>i\\{ an exciting ingrcnlient in modern co(»king. ad\i-rti-» uirut- 
in new-paper- feature recipe- nuub' bi-tirr witli ^ti-rling ^alt. 
Vniinated -all -liaker i- u-rd in print and at point of -ab . 




Champagne flight. Tlii- -unmier. tbroogli a -aturation radio 
campaign. We-trrn Virliue- tidd tlie W e-t about it- famon-^ 
iliglit- that feature champagne, fdrt mignon and orchid-. 
l)lil)() Lo- Augile- promoted thf^ -uperb lio-pitality of iliis 
airline in other media a- well. We-tern. -euior I . >. airline, 
-cr\e- twehe we-tern -tale-, neighboring (>anada and \b-\irn 
City . . . and give- them America"- srnart*^st air si-r\ice. 

& OSBORN, INC., ADVERTISING 
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THE WEEKLY MAGAZINE TV/rADIO ADVERTISERS USE 



DIGEST OF ARTICLES 

The vital 30 days 

33 toufilrest [)rograniiii<; decisions of the year face tv admen in tlic 

weeks ahead. Here's what to do if your sliow looks like a winner or a 
flop, with rost estimates for a mid-slream switch. Separate report with 
this article charts rating histories of hoth snccessfnl and flop shows of 1956 

Daytime tv outpulls all other media for Lyons 

36 California van line puts Hrt^ of regional hndget into tv, shares in na- 
tional media with Eastern gronp. Tv aim: to reach both men and women 

Music-and-news are only building blocks 

38 Snccessfrd mu^ic-and-news >tations are those who have achieved distinct 
personality, a fact still not fully understood hy buyers and sellers hoth 

How to promote a larger audience for your show 

42 ^ can build your program audience by hitting hard w ith a coordinated 
promotion aimed in three directions: employee^, consumers and dealers 

Candid camera quotes on trade paper ads 

44 How good are trade paper ads? Advertiser and agency planners, judges 
in sPONsoii's first annual awanls competition, give critical comments 

The softy sell ' 

46 ^Vest Coast show now seeking syndication on live basis is aimed at pet 
lo\ers. Show format [)re-selects market for pet foo(K and related items 
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In Upcoming Issues 

Can tv pare its program costs? 

As tele\ision matures there's growing interest in putting every tv dol- 
lar to work productively. Ilenee the interest in hidden waste items 
on network shows which sometimes C(pial the cost of a spot tv push 

Network radio's 1957 clients 

You1l find them listed alphabetically in next week's sponsoii as part 
of the monthly Radio Basics s(*ction: plus a new feature— a barometer 
of how much time network raibo has sold this month coui[)ared to last 
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You 'Ring the Bell' wi 

KTHV 

Channel 11 

LITTLE ROCK 

KTHV's 316,000 watts carry our programs to 
most of Arkansas. But maxtntum poxccr is only 
one of eight reasons why KTHV is your best 
television buy in this State! 

The other seven: 

1. Over l^OmO TV Uomes 

2. CBS A\yiUiUion 

3. Channel II 

4. Highest Antennn in Centrnl South 
(I75(^' iihore dxernge terrain!) 

5. Center-of 'State Location 

6. Siiperh New Studios 

7. Knoir-IIoii Management 

Your Branham man has all the details. Ask him I 



316,000 Watts Channel 



11 



Henry Clay, Executire I'ice President 
B. G. Robertson, General Manager 

AFFILIATED WITH KTHS, LITTLE ROCK, ARKANSAS DEMOCRAT, LITTLE ROCK, AND KWKH, SHREVEPORT 
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iN INLAND CALIFORNIA (and western nevada) 



"BEELINEf-o 




This group of mountain-ringed 
radio stations, purchased as a unit, 
delivers more radio homes than any 
combination of competitive stations 
... at by jar the lowest cost per thou- 
sand. (Nielsen and SR&D) 

They serve this amazingly rich 
inland market with an effective buy- 
ing income of more than $4.6 billion 
— more than Washington (D.C.) met- 
ropolitan market — and with a value 
of farm products sold greater than 
Minnesota. (Sales Management's 1957 
Copyrighted Survey) 



/UcCtootctof 



Sacramento, California 
Paul H. Raymer Co., 
National Representative 



RENO 

KFBK O SACRAMENTO 

N \ 

KBEE O MODESTO 
I \ 
KMJ O FRESNO> 

) \ 

KERN ^ BAKERSFIELD 
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NEWSMAHKR 

of the w^^k 



I 



l lir lniiUf*^^f ittirnry incriivr ttf ihr ytuir uuis lnnn*^ titmly z<ul 
Itv nil men Inst ivroL\ Itttltrrl II nlstnt, riniirtmin ttf ihr lnHtrtl 
o f IxAlt^ Ifmniios Inmnl rhnirtnnti f ihr invriiiu} slutps. 
Hitllirmi j] t\L' Hytni nnti Eriviii. U '//.s*r\'. Tlir tnori^rtl iii;riiry\ 
(hillinti ithttnl $72 milluni )^ vxptu ts t^rrntrr ro.s7 cjjirivncy. 

The newsmaker: 15ol) WiiNnn, fornuMl) rlKiiniKiii »>f ihc 

hoard »>f UiiK aiitl mow cliniriiinii of the hoard of iht* iiierued Hi^K- 
Kruiii. W'ase} operation, was not onl\ a kc\ fimire in hriiifriiij: ahout 
the MierutM', hut luid acliiall) luvri shopping ahoul for hkel\ eaiidi- 
thile-a*:tMU'it*< (hirinjr the |)a>t \ear or two. 

A couple of \ears a^ro the aj:enc\ h)>t a wad of hilliiip and ran hito 
tlinirnh\. This is the kind t>f hh)w that'> inereasinjrh difTirnU for an 
aoene\ , partirnKirh a inidtlle-sizetl ^hop, to \\ith>land >in(^e operal- 
ini^ (M)sts keep risinjr despite orrasit)nal re\er^alN. 

To strtMi^then the ageiH*\ Boh 
Watson was rt*ported to ha\e heen 
intert^sted in iner«!:er> at variou> 
times with >neh aizencies a> l>r\an 
Houslt)n and Hrisacher. Wdieeler. 
The latter appealed parlh hecause 
of its strength on the W^esl Coast 
and a ireneral eoniplenienlinp of 
agenr\ aerounts. ( Brisaeher, 
Wheeler arlualK hecanie merged 
into Cunningham & Walsh earlier 
this )ear.) 

Erwin, W'ase\ fdls the bill on 
hoth those eounts I non-competi- 
tive accounts and strength on the W e>t Coast 
advantage that it is a larger operation. Tin* merged agenc\ will he 
known as Erwin. Wase\ , HuthraufT \ U\an. with 1\M{'> Hoswell 
MelzG^^r aclinir as chairman of the e\eculi\ e conunillee. Frw in. 
W ase\ *s Howard Williams is slated to be pre>-ident. 

Plans for the newh merged firms' t\-ratlio department were not 
\ el w orked out at sponsor's pre-^stime. The two men cur rent 1\ 
heading t\ -radio for the separate shops are George W olf at and 
Uolo Hunter at Erwin, W ase\ . 

In agency circles the feeling i> that this merger, uhih* the largest 
of the \ear, i> nt)l likeh to be the last to come about in the near 
future. Agene\ top management has fell continuoush more aware 
of the pinch between rising costs of operating, shrinking profits and 
e\ er-increasinu demand from client^ for additional ser\ ices. 

Bob Watson, whose own background is in creati\e areas and ac- 
count servicing, feels that marketing and tele\ ision are essential to 
well-rounded agenc\ service today. And he feels a larger agenc\ 
can render these ser\ iees more efTecti\ ely. 

Having joined R&R in the San Francisco office as an account exec- 
utive in 1940. W alson rose to manage that office, transferred to \ew 
\ ork in 1943 and became e\eculi\ e \ .p. of RiR in 1952. Prior to 
being an agencyman. he was a newspaper reporter. ^ 
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Robert IT at son 

and th(*re"s tlie athled 
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35 YEARS OF 
SERVICE 
WMAZ -RADIO 




Another mainstay, bulwark, solid 
foundotion, of WMAZ Rodio's staff 
of personalities that keeps on keep- 
ing the good will and listener loy- 
alty all aver Middle Georgia that 
we've built up over the pa t 35 
years of service. 

Bob is keeping up, too, with our 
record of 35 years of effective sett- 
ing in the Middle Georgia market. 
He's our "early morning man" . . . 
from 6 to 6:30 . . . and then he 
plays "Moma Music" from 9 till 
9:45. "Mama Music" heads straight 
to the lady of any age, who buys 
and buys, and listens to Bob as she 
makes out her list. 

Bab Spiller can sell far you. Give 
him o chance, and watch your sales 
figures rise in Middle Georgio. 

IO7OOO WATTS 

C B C 



WMAZ 

RADIO 



MACON, &A. 

Motional Rep: 
AVERY-KNODEL, INC. 



I 



^011 liavc to ask to \)c iciiKMiihcrcd ! 
just once a week or once a inoiitli hut as nuiiiy linws per pmsporl per nrcL' 
as ^ou can afford. And (or low-cost, workinir frcciucncv to(ki\.(]HS Radio (kutinic drama 
is the j)kicc to he. With sponsorship of five j)ro^rain units ran rrarh a lislriicr 
over three times a week for of o penny, with sohd coninicrciahniinuic iinpn-^- 
sions each time . . . 20.7 niilh'on such imprcissions every week. And hccause n(jho(l\ 
tunes in serial drama lor ""hackiiround," you reach listeners who ore listening. 
They re the best klnd.^^^ QBS RADIO NETWORK 




Valu*\s likt* these 
explain why advertisers like 
I>*ver Brothers and Coj p ate-l'almolive 
are aniorig the strongest ij^^ers 
of CBS Radio dramatic serials. 

Brand nieniorv is th»Mr l)usine>s. 





IC 



;et a ; 
like 

erage 
-top sales 



JACK HARRIS 

V^jce President and General Manager 




Here's old-fashioned popularity in the new way to 

sell. The man-sized power gets clear through. The 
smooth operation performs without a hitch. Works 

fine but doesn't get in the way. The modern viewpoint 
produces flip-top sales everytime you use it. 



JACK McGREW 

Station Manas,er 



EDWARD RETRY & CO 

Sat/onai Representatives 



Most si^nifirunt tv ami nidnt 

nmi's of the urck u tth inirrinriaiinn 

in depth for husy rt^adcrs 
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K\ni hcforr llir iirw network Iv Hon^on I** innlc'r \\a\, Homr of tin* topflitilit 
airmn'rs arr inakiii<; rniplnitir prrdictioiiH about wliat will happen tf» p^i(*^^ ami 
polI(Mf8 hy January. 

Tins fortnvislrn^ is birs^Ml on tlio oxpertalion that AU(] "^FV — armful vitli tin* 
HlronjxcMt projxrani linrnp v\cv — will drain olT rnon;j:h andlt^ncrs tiiroijtrlront tlir 
week to lower tiro rating levels of CHS and NliC. 

Arpninp llial network tv heretofore has h^en |)e[:*:ed to an fronornx ha^ed nn tlit» fh>rni- 
nanrr of two networks, the<e agmeies predict that: 

• Advertisers will demand a reevalnation of network |traf*trre<; arul polirfes on th*- 
j)reniise that thev should he flexihie to changing factors. 

• Challeuf^e the eonstant rine in projjjraniinjx priees and the |)re*^sure exerterl in 
that direction hv the three major talent agencies. 

In anv evrnt, a new watehfulness is building up among ageneie^. Arul \vlu*tlu'r thr f iir- 
rent guesses are coni|)letelv on the heam or nf)t, pressnre for still shorter eoniniitnients 
is snre lo hnild up. 



Maclison Avenue eurrenlly is hullisli ahonl general hiisiuess amh parlienhrrly. 
the advertising outlook for llie halanee of 1957. 

SPO\SOR-SCOPE this week took a sounding arnon^ know Indgrahin to|> a!7fMH v man- 
agement, and here is how it appraises the eoniMig months: 

• Generallv speaking, the le\'el of llie retailing luisiness is O.K. fand pf^rhaps h*»adf^fl 
up a bit) . 

• Durable poods are meeting resistanee. but they will step np their afl budget^ 
to fire consumer with interest in improved produets and need ff)r replaefng the old. 

• Only soft spots will be in apparel and textiles, but these likewise will re*<orl lo 
inereased national ad expenditures and more empha«i^ on f*o-op advertising, |>romotion-. 
and incentive drives. 

• Air-niedia-wise* the picture is especially encouraging — but with thi^ proviso - Mo^t 
of the promotional selling will come on short notiee. 

Saturation buys will be tbe \ ogue. Will advertisers he able to count on a\ailal)rlitieNy 
Agencies hint that reps and stations should be prepared for a fair number of emer- 



Revlon found out this week wby tbere^s been a sales bobble on Silken-Net. 

Nielsen, which had been commissioned to track down the cause, reported it was due to 
snags in distribution. 

Implied moral: Don'*t blame your advertising until you ba\e cased your com- 
plete marketing g^etup. 



Put this down as another tv first: Two agency officials — Terr>- Cl^ue and George 
Ilaiglit of McCann-Erickson — are taking public billing as co-prodncers of a sbow. 

It^s in connection with the one-shot celebrating Standard Oil of New Jersey's cele- 
bration of its 75tb anniversary. Production credit likewise will be given to Showcase 
Productions. Inc. 

Clyne's position is v.p. with administrative authority over tv-radio; Haight's — who 
comes from legit and films — is v.p,-manager of tv and radio. 
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SPONSOR-SCOPE continued . . 



Tv will lie (loiiij>; its first liig concerted public relations job next >\eek with 
TvR coordination. Expected aiulience: 60 nullion. 
Tlio ]n-ojeot will take two tacks: 

(\) Efhicatinf^ the viewer on tlie business of tv, explaining how come this half- 
l)illion-(1o1]ars worth of prograrnin<; is made available to him free; and (2) showing the 
advertiser, especially small businessmen, how tv is the cheapest way to reach an audience. 

The story will be told through 60-20-10 second announeemenls, using slides and 
scripts furnished by TvB. 



Here's one of the risincj busiiieftft-getters in the afrencv field that is creating attention: 
36-vear-o1d Peter G. Peterson, v.p. and manager of McCann-Eriekson's Chicago 
division, 

His knack for hauling in a mixture of package goods accounts for an agency branch 
heretofore associated with oil and similar accounts has his Michigan Avenue neighbors 
talking. 

Peterson's latest catches: Turn's and Nature's Remedy f$4.S million) and Helene 
Curtis' Sprav Net and Eirsr Shampoo ($3.^ million). 

Peterson's techniques miG:ht be described as capitalizing on the trends of the times. 
He approached the task of bnildina the office with the conviction that today's agencv must 
he eomnletelv oriented to marketiner. 

fSee these SPONSOR articles on the agencv-marketinsr theme: 3 August 19S7, 1 Octo- 
ber 1956. 9 January 19S6, 26 December 1955, 12 December 1955, 28 November 1955.) 



NBC TV eontinues to niteh daytime ratings a;2^ainst CBS TV. 
These comparisons from the August Nielsen NTT are being cited: 

PERIOD NBC TV AyER.\GE RATING CBS TV AVERAGE RATING 

11 a.m. to 1 p.m. 8.4 6.9 

2:30 to 5:30 p.m. 7.5 7.2 

Nielsen's August 1956 report had CBS TV with an B.B to 3.1 advantasre over NBC for 
the 11-1 segment, and a 7.5 to a 6.4 edge over the competitor for the 2:30 to 5:30 stretch. 



CBS Radio this week chalked up ahont $4 million pjrofts in renewals and new 
huftineftP. The bisr item was Colsjate's 52-week continuation of 20 weekly 7^-minute day- 
time units. 

New business included Lon2;ine-Wittenauer^ California Prune, Aero Mayflower 
Transit Co., and PuroiL 



Here's another si£rn that network radio is stoking up its intramural competition: 

ABN this week announced that it had made an ap^reement with WSM, Nash- 
ville, effective 29 January : whereupon NBC quickly countered with the state- 
ment that the station would still he an NBC primary, 

NBC also approached this development with a wan- step: ABN will ori«:inate a daily 
hour show out of Nashville, usinc; WSM talent. 

Observed NBC: "The same thing was offered to us by WSM but we couldn't fit it 
into our schedule/' 



Now that the vacation and holiday season is out of the way, preliminary discussions 
for a new tv ASCAP contract should he resumed this month. 

The current contract with networks and stations expires 31 December 10o7. 

A committee of broadcasters met \v^th ASCAP in June for an exploratory talk, and 
things were left this way: ASCAP would he hearing in due time from the committee. 
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SPONSOR-SCOPE corUiruu:d . . . 



l.<H>k lor ;i H\rly r<mlro\rrMy wlirii tlir rrviHrd NirUrri Kinlio Sl;ilioii Iinlox 
iiKikrs its (Irhiu thin iiioiitli. 

roirniost ill tlio pmh^slin;; (*I.in will Ik* iIh* rr|»M wlionr HhIh ;irr linivy with rr- 
;:ioii;il ^tiitioiiH. In f;M*t, Ad.nn Ynnnp's rrsc;i r(*li(»rs-\\ riu*rs alicwly ;it work on a 

rriti([iio. 

'^riic ar':irni(Mils \ oir'll Imar a;:nrnst lln* rr\'i^f'fl ralin^ s\ simi inclndr tlir*(»: 

• l?r('ans(* ralin*; fiunK^s for ^prcifn* tradin*; aif*as am rliniiiiaind (all tradin^r arcan arf* 
Inrnpcd inio a siiiplo ratin*^ fi^^iirr*!, tlirrr in no way foi- n Iniyrr to <lrtrriiiiiir how rfTrr- 
tivr n station in in itn iiiain trailing /our. 

• Tlio s\>lrni doosn't |>rn\ id(» \\w hiu or w illi tlio prrciso information lif* slionid Iiavc to 
find thr Mt:itioiiM whirh prrdoiiiiiialr in tradiii'X arras al*^<> rovrrod hy othrr 
Htntioii8. 

• In (Mmfinin*; tlio report^ to raliii*is of metro lionu* ronnh(*s and toial liomr^ drli\'rrod, 
tlio systoni stronph favorn ihr powrrhoiisr Htalioii and puts ihr Hinalh*r Htations at 
a fUsadvnntasc, 



ABN annonnood tlii<? week that it lias come to tlie partin*^ of tlio ways witli \ioNon. 

The network won*l rnirw its ronlracl for the I9i>7-38 IVKI srrvirc horan^^e it docs 
not "evaluate fully the andieiiee reached hy radio today/^ inoliidin^ the 50 million 
ont-ofdionie radio sets. 



Do tiniehnyers pay niiieli attention to the pro^xraiiiiufx profde of a station^— <>r 
do they just stop at the ratirij^s and the calculated f'ost-per-l 000? 

SPONSOR examines and answers this query in an article on pape 3?]. tlie first in 
a hroad and penetrating scrio<5 oallod Radio in Transition. 

Tlie article also diseusse< the misuse and niisunderstandin*x of the term "music 
and news station/' and how mu^^ie and new^s serve morelv as the framework around 
which a station develops a body of pro^aminjx. 



Because of the larjxe (and increasiufj) nniuher of aiito radios, yoiTll he inter- 
ested in these fipurcs processed hy Nielsen from \i< July 1957 National Radio Index: 

AUTO TUNE-IN 

WEEKEND PERIOD (AVERAGE MINUTE) 

Saturday 1-2 p.m. 4,650,000 

Sunday 1-2 p.m. 4.270,000 

Saturday 7-8 p.m. 3,550,000 

Sunday 4-5 p.m. 5,600,000 

Sunday 7-8 p.m. 6,240,000 

Note: It is estimated there are listeners per car on the average, durinp 

the weekend* Peak ayerage for any one segment is oyer 3 listeners per ear for early Sun- 
day eyenings. Aboye figures are ba?=^d on New York Daylight Saying Time. Estiniatc<l 
total auto radios as of July 1957: 38.500,000. 

New York isnM the only source from which network radio husiness is rollinji 
in. Activity also has hcen on the surpe in Chicago. 

CBS' Central Division accounts for 30% of its hillings, while NBC's Midwest sales staf! 
is contrihutinp close to 25%. 

The radio networks^ other rich vein i^ Detroit — it- share being 7% for both CBS 
and NBC. fin the case of CBS, that does not include the S5-milIion Ford deal which came 
through JWT, New York.) 

As a goodwill gesture to its affiliates, NBC Radio is Icttinp theui sell local par- 
ticipations in half of the Army football broadcasts this fall. 
There will be 11 games in all. 



SPONSOR • 7 SEPTEMBER 1957 



11 



SPONSOR-SCOPE continued . . . 



jiiclpiii^i from tlir amount {)f listniiu^ that stations have heen doing lately to reps' 
''stories." yon r^iii rxpcrl nn iiiiiihikiI iiiinibrr of rlian{3;r8 in Htation rrprrsrnlalion 
in coniin«<; montliH. 

The restlessness within station inanagcment seems to be rrlalCil more lo radio than 
IV. Dissatisfaction, as feathered hy SPONSOR-SCOPE this week in talks with station op- 
erators, steins primarily from: 

• T\\c failure of some reps t{) realize that ihrre^s hern a rhanfi;r in the phih>so|>hy 
of 8rllin<<; radio and to pear their thinking accordingly. 

• Hesilalion in advising Htation inanagcm^'nl to update rate cards, evolve competitive 
packages, and improve programing and promotion. 

^Vhv 6()-day ronfirniatloii policy in radio soon may he as niraiiinglrss as ihr 
3()-day filarlinj; dale in spot Iv. 

Several reps this week told SPONSOR-SCOPE that they recently have received quite a 
number of inquiries from agrncies on availabilities for campaigns that won't start 
nntil January. 

The inquiring agencies explained that clif'nts want this information before accepting a 
195P> media plan with a sizeable budget for radio. 

Tile consensus among these reps is that their stations \\ill be inclincil lo go along 
w'ilb ibe advertisers. 

As one of the reps put it: "CBS took the Ford order oi» more than 90 days notice, and 
NRC Radio is quite lenient about the 60-dav policy. If ibe time is ibere and ibc order 
attractive* vvby slionld spot act differently?" 

TiOok for NliC Kadio to come up soon with a new concept in program mer- 
chandising. 

Tt will be described as a plan which ''crosses tbe best elements of participation 
with program ownership.'' 

The idea boils down to this: An advertiser who buys a daily fixed position on a 
dramatic series — such as Dr. Gentry — will have something concrete that he can merchan- 
dise to tbe trade. 

NBC'8 fixed-location plan runs counter to CBS Radio's checkerboard ap- 
proach: Spread vour participations over several programs, and you will be talking to more 
people with the most economical cost-per-thousand. 

R. J. Reynolds soon will be firing another heavy radio spot barrage via Esty 
(over and bevond the present spot placements for Cavalier). 

Despite its critical probing of announcement scheduling. Esty is coiiiiled as one of 
tbe most radio-oriented agencies in the business today. Its billings in that medium 
are well over the $15-milliou mark, 

CBS Radio is offering a weekly taped half-hour of Bing Crosby, back-to-back 
with Jack Benny^ for $10,100 gross, time and talent. 

That's S2.900 less than Home Insurance'^^ bill for Benny. 

However, Home Insurance has Bennv all to itself, while Crosbv already is committed 
for a dailv strip to Ford. 

The network meantime has its fingers crossed on the return of still another single- 
sponsor show — tbe Telephone Hour. 

Tliis is why NBC/s Joe Cullifran is convinced that network radio is firmlv entrenched 
again as a topgrade medium: The four leading categories of advertisinu — drills, 
ci«iaretles. groceries, and aiitoniotives — now account for of NBC Radioes 

billings. "Yon couldn't hope for better bellwethers." says Culligan. 

For other news coverage in this issue, see Newsmaker of the Week, page 5: 
Filmscope, page 61; Spot Buys, page 64: News and Idea Wrap-Up. page 66; Washington 
Week, page 79: sponsor Hears, page 82; and Tv and Radio Newsmakers, page 88. 
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A time Buyer 
is fortified 
against 
distraction in 
Miami. 

One station (WQAM) has 
42.1%* of the radio audience 
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PDAY'S RADIO FOR TODAY'S SELL! 



WDGY Minneapolis St Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BV ADAM YOUNG INC. 
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TWO MONTHS 



IN A ROW GIVE 



TOP RATING TO 



KONO RADIO 



IN SAN ANTONIO 

GET THE FACTS! Get facts 
and figures of an August sur- 
vey — KONO leads ALL San 
Antonio radio stations by a 
wide, wide margin. Buy now 
— rates go up October 1st. 
Get the details from your H-R 
Representative or Clarke 
Brown Man . 



860 kc 



5000 watts 




SAN ANTONIO 



Radio 



o 




Timebuyers 
at work 




I 



Frank D. Sweeney, Lambert & Feasie\, Inc.. New York, timebuyer 
for Phillips Petroleum and W^arner-Lanibert, says: 'The ideal situa- 
tion for a timebuyer would be to have first-hand information by 
personall} visiting each station under consideration. This is of 
course impossible in most cases for obvious reasons. But we do 
feel that when the station manager 
visits a buyer he helps bridge the 
gap between station and bu} er. 
This isn't to minimize all the im- 
portant information the rep pro- 
vides. W'e simply like to discuss 
with the station manager the latest 
developments on the local scene 
and the station's viewpoint on all 
phases of the industry. In many 
instances, an unknown or over- 
looked station or market may be 
brought to light by these meetings. 
In addition, tapes and kinescopes of local programs and personalities 
help bring the bu)er closer to the local market. These enable him 
to bu\ subjectively as well as objective!} — using his own judgment 
as well as numbers to select the best show for his client. The over- 
all result of these practices would be a station-agency relationship 
that serves the client better and aids station sales and programing." 



Mildred Fluent", account executive. Hixson & Jorgensen. Los An- 
geles, says : *'Wlien I submit media recommendations to clients 
radio and television are included in the advertising schedule when- 
ever feasible. Naturall) the character of the product determines this. 
Time and again. I ve seen the broadcast media :-hoot the sale 

of a product sk) high. Radio and 
tv reach everyone with their sales 
messages — men. women and chil- 
dren. The people who don't view 
or listen to either, or both, are as 
scarce as the proverbial hen's 
teeth. So the advertising agency's 
problem is generally not 'will ra- 
dio or tv do the job' but rather 
'what should the commercial say, 
and how can the product best be 
merchandized?' My experience 
has been that the type of merchan- 




dising offered b\ stations to radio and tv advertisers is often as 
effective as the cuUertising Itself. Where broadcast leaves off. mer- 
chandising takes over. The store display, for example, is the final 
reminder to the customer to buy the product. In a way, it's a silent 
salesman— in the case of super-markets, the oid\ one selling the item. 
Agencies certainly should take full advantage of this cooperation." 
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From GAM 
to Noon 
in the 
Nation's Capital ... 




WRC IS THE SPEAKER OF THE HOUSE! 



WRC brightens the mornings of more listeners 
than any other Washington radio station. Dur- 
ing the period from 6 AM right up until Noon, 
WRC averages a 22^ c share of the total radio 
audience , . . which amounts to a convincing 
iO^c advantage over the second statioyi! 

A! Ross' "Timekeeper" program starts it all off 
with three hours of entertainment that attracts 
and holds homemakers and husbands getting set 
to work a7id to buy. Gene Archer follows with 
his "Date in Washington," which wins a wide. 



loyal following throughout the Capital area. 
WRC's local hits are followed by network favor- 
ites such as the "NEC Bandstand" show, for a 
fully balanced morning schedule. 

In Washington's 17-radio-station market, WRC's 
big advantage will prove to be to your advantage, 
too. Let WRC Radio speak for you in the nation's 
booming Capital I 



WASHINGTON, D.C. SOLD BY ^NBC^SPOT SALES 

SoMire: SSI Report. Total Station Atidxence^Wafhington. DC, Arta^May, 



WRC'980 



AU ABOARD 



for TV's nefiii 










mm 
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For Information 
and Screening 

WRITE! WIRE! CALL: 




luciisioii in syndicalcd firsl-riin V2 ^loiir aclvcnliircs! 




starring ALAN HALE 
as CASEY 



. . . luith a top supporting cast 
including the ^XANNONBALL EXPRESS!" 



'I 



C0 




GE 



TELEVISION SUBSIDIARY OF COLUMBIA 
711 FIFTH AVENUE, NEW 



S, INC. 

PICTURES CORP. 
YORK. N. Y. 



NEW YORK DETROIT CHICAGO HOLLYWOOD 

711 Fifth Ave. 709 Fox Bidg. 230 N. Michigan Ave. 1334 N. Beechwaad Dr. 

Dl 1 MM'i'\ \kt I.' I t '^n-vn r II ^ 



NEW ORLEANS 
1032 Royal St. 



TORONTO 

102-108 Peter St. 



Tliei'e\s more lo Florida ! 

Geography has beat good to the statr, viuLowing it with 
a climate ideal for year-round swimming, (jco^rapliy has 
also had great iiijlucnce on the key city of Jarhsoni ilU\ 
so situated that it is the distribution center for a vast 
territory extending well beyond Florida's borders, 

I here's (ieoiqia, for instance 

. . .much of which looks to Jacksonville for its victuals, . . 
and for its viewing, WMBR-TV's 67'rounty iXCS area 
extends deep into Georgia, encompassing an area which 
accounts for 18.1% of food sales for the entire state. 
Plus 28.07c of Florida \s total food sales to boot! In suul 
fFMBR'TF delivers an area that accounts for 23.8^i of 
total fond sales for Florida and Geor gia combined! 

and MM lilt TV, JacLsonrillc 

commands the long-established loyalty of the !-}()( )J)0() 
television families in this 67 -county area. Thnnighout the 
"outside'' area, i\CS shows IVMBR-Tl^ an eleven-to-nne 
favorite over its competition. • And within the Jacksonville 
metropolitan area, the latest ARB proved IVMBR-TV was 
the five-to-oue favorite. If you have a product sold in food 
stores, sell it to almost one fourth of Florida and Georgia 
combined, on , . . Channel 4, Jacksonvi 

Operated by the ^Va^hington Post Broadcast Division 
Represented by CBS Television Spot Sa]f*> 




\ 



REGIONAL 
BAKERIES 
SALES SOAR! 



EDDY BAKERIES, sponsor of 
THE CISCO KID in nine North- 
western markets, report thru 
Givens-Dovies Advertising 
Agency: 

^T/ie Cisco K\d* is do- 
ing o tremendous job for 
EDDY BAKERIES. Sales in all 
areas have shown a marked 
increase in spite of heavy 
competition . These in- 
creases can be attributed 
directly to the show. Bak- 
ery executives express keen 
satisfaction with the pow- 
erful sales punch packed 
by 'The Cisco Kid'/' 

Ask to see more success stories of 

jHi WOWS emresr SAiisMAHi 

"THE CISCO KID" 



Ntw Y«rli 
Chicogt 
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Reps at work 



/ 




Marshall H. Karp, Adam Vouiig. New York, feels tliat '"certain 
jjractices rould be observed in the l)roaclcast and ad\ertising in- 
dustries to facilitate more eflicient bu) ing and selling of spot. These 
would include: (1) the salesman should select only those a\'ailabil- 
itios that would coincide with the tiniebuyer's required audience, 
desired fre([uency, length of copy 
and the limitations of his budget. 
(2 I The salesman should be sure 
to include all the information 
that s new and of special interest 
to the timebu\er. (3) The sales- 
man should submit it promptly. 
In turn, ( 1 ) the timebu)er should 
realize the salesman's obligation 
to continually put his best foot 
forward in terms of available 
time. (2) After the initial buy. 
the timebuyer should call in the 

salesmen who were involved, tell them the exact schedule purchased, 
and let them fight it out, to secure an even stronger schedule. This 
gi\ es the salesman the chance to judge his avails against those spe- 
cificall} submitted by the competition. It also, if the competition 
is extensive enough, gives the stations an insight into how they 
stack up u ith competitors. Ultimately, the advertiser gains. ' 



Cerry Mulderrig, Vernard. Rintoul & McConnell. New York, sa) s 
that his experience both as a rep salesman and former timebuyer for 
one of the largest agencies has been that agencies rely too heavil) 
on ratings in buying. "So I'm glad to see." Gerry says, "that ad- 
vertisers are getting solid results using nighttime and Saturday radio. 

Previously, these advertisers con- 

fined their advertising to the 7:00 

to 9:00 a.m. and the 4:00 to 7:00 
p.m. segments. \ow they've ex- 
panded their schedules to reach 
the millions who listen to radio 
during these non-prime periods. 




They've discovered, in particular, 
that these times are especialh 
valuable in creating impulse buy- 
ing because of car listeners." 
Jerr) points out that super mar- 
kets throughout the country, for 
example, now sta\ open until 9:00 p.m. three and four nights a week 
because they find substantial numbers of people like to shop in the 
evening. Saturda). of course, is a peak shopping day. ''So both 
nighttime and Saturday spot advertising,"' Gerry says, ''reach these 
people as the) drive — reminding them to pick up cigarettes or soap 
or cereal. The number of products bought by impulse is limitless. ' 
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"YOUNG MAN 



WHAT HAVE 



YOU DONE 



WITH MY 



SOAP OPERAS?" 



We're sorry, ma'am. You've been a faithful listener for years. But there just wasn't any 
room for them in our plans for the future. At American Radio we're programing for 
today's new audience— the on-the-go housewife who's busier than ever, and who has 
formed new listening habits. So out go soap operas. 

''What's taking their place?" you ask. Live music, that's what— and here's why: 

1. Soap operas have dropped 37% in share o; r£dio audience.'^ 

2. 60% of today's housewives listen to mus e, while only 34.8% listen to soap operas.** 

3. Night TV satisfies the demand for drama.*** 

That's why at American Radio we're programing live radio exclusively. That's why we're 
sold on the new live Herb Oscar Anderson Show, 10-11 every weekday. It's live, top tune 
music . . . live singers . . . live orchestra. It's fun radio, and it's what today's young 
housewife wants. 

*A. C. Nielson 
^^RAB Survey of Radio and Housewives. March 1957 
***Pure logic 



thellfere one is 




AMERICAN 



BROADCASTING 
NETWORK 




'1» 




of Portland and 30 
surrounding Oregon- 
Washington counties In 
the palm of her lovely 
hand. Her station is 
KOIN-TV. The way she re- 
acts to buying suggestions 
is absoluteiy charming. 
You'll discover how charm- 
ing when you learn KOIN-TV*s 
enviable ratings from the 
gentlemen at CBS Spot Sales. 



I 
I 



Tv and radio 
NEWSMAKERS 





W0; ^^^^ -'^'^^ Albin F. Yagley has been appointed ine- 

^ -^^^™[> dia direcltjr for the Detroit office of Grant 

Ad vertising. L. R. Alclntosh, executive 
vice ]jresi(lent and manager of Grant- 
Detroit, anin>unced that Yagley will direct 
and coordinate all media activities for ac- 
counts handled by the Grant-Detroit office. 
Before coming to Grant, Yaglev was em- 
ployed b} MacManus. John & Adams, Inc., 
of Detroit for 17 )ears. At this agency, he became a space buyer in 
1946 and rose to the position of assistant media director in 1951. 
Yagley began his advertising career in the co-op advertising depart- 
ment of the Pontiac division of the General Motors Corp. Yaglev is 
a native Detroiter who has studied the mid western markets. He 
knous each market's peculiarities and the strategy of selling it. A 
World War II veteran, he is 39 and the father of two children. 

Cunnar O. Wilg has been made general 
manager of WROC-TV, Rochester. Wiig, 
former general manager of WHEC. WHEC- 
T\ and managing director of the Gannett 
radio group, came to Rochester from Pitts- 
burgh, where he resigned as executive vice 
president and director of Allegheny Broad- 
casting Corp. (KQV. CBS radio) and 
Television City. Inc., following their merg- 
er w ith the Hearst interest. In broadcasting 30 years, he spent the 
first 26 in Rochester. His voice is a familiar favorite in that city, 
where he is remembered as the originator of recreated play-by-play 
baseball broadcasting. Wiig has been honored by the International 
League for this contribution and cited as ''Rochester's all-time sports 
announcer.'" Born in Olso. Norway, he attended Mt. Herman prep 
school and is a graduate of the Rochester Institute of Technology. 

Richard C. Dudley, who has been assistant 
general manager for the past three years, 
has been named general manager of \\ SAU 
and W SAU-TV (Wassau, Wisconsin*. He 
succeeds George T. Frenchette. elected 
president of the W isconsin Valley Tele- 
vision Cor]j.5 operators of the stations. 
J. C. Sturtevant assumes the chairmanship 
of the board of the corporation. All three 
are broadcast veterans interested in developing new approaches in tv 
programing. Among future plans of the W^isconsin \ alley Television 
Corp. is construction of a new antenna for W'^SAU-TV. which is 
Channel 7. on Rib Mountain, the highest natural ele\ation in the 
state of W^isconsin. It Mill boost the tv station's power to 316.000 
watt-. Construction will start inunediately upon FCC approval. In 
the meantime, Dudley, Frenchette and Sturtevant are working out 
plans in ]jrograuiiug in keeping with the station's future coverage. 
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Kansas City 

if you want 
"colorful" news 
there's a place to go 





if you want award- 
winning reporting 



s KCMO-Radio 



*The only radio station to win both 
Sigma Delta Chi Award and 
Distinguished Achievement Award of 
National Association of Radio 
News Directors. 



anothe/^ 



KCMO-Radio 
WHEN-Radio 
KPHO-Radio 
wow-Radio 



Kansas City 

Syracuse 
Phoenix 
Omaha 



810 CBS 

620 CBS 
910 ABC 
590 CBS 




Basic CBS— 50.000 Watts 
Joe Hartenbower, Gen. Mgr. 
R. W. Evans, Commercial Mgr. 
Represented nationally by Katz Agency 

KCMO . . , One of Meredith's 
Big 4 . Ail-Famiiy Stations. 



Meredith Stations Are Affiliated with Better Homes and Gardens and Successful Farming Magazines 
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bridge is the fastest way to cross a river. When you take it — \ou bu\ time. 



Agencies and advertisers buy time for the same reason — to get where 

they want to go — faster. Advertisers in SF^ONSOR buy 

space to sell their time faster because SPONSOR is their bridge — 

the quickest way to reach the advertiser-agcne> team that buys the time. 

At the prestige price of $10 a year SPONSOR delivered more of these decision making teams 

than any other publication in the broadcast field. But one of the 

unhappy practices that must be faced by all trade journals is 

the ^^routing list''. Many men receive their "routed copy'' as much as 5 weeks 

after the issue has left the press. In our opinion a good trade journal is the bread 

and butter thinking of the very top minds in the industry. If it 

is worth reading at all — it is to the best interests of every 

practitioner to receive his copy promptly and to give it his most serious 

consideration — AT HOME. 

SPONSOR— since its inception has been the most respected and the 

most widely quoted publication in its field. It has continuously offered its readers 

more with every passing issue. Consistently a pioneer, it has 

decided — in an historic move — to pioneer in the ''routing 

practice" as well. That's why SPONSOR has 

reduced its rates from $10 to $3 a year. 

We believe that at this figure most everyone now on a routing list and 
thousands of potential new advertiser-agency teams will become members of the 
ever growing family of SPONSOR READERS— AT HOME, 
and that it will be to the ultimate benefit of everyone involved. 

li.cre ^^ ill l^e no increase in cosi per page. 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



I^ews and views for women in 
advertising and wives of admen 



Westerners listen 
to their favorite' 
programs on 
the CBS Radio 
Pacific Network' 



1 Listen: This refers to "ears in use," 
not merely to "sets in use." 

2 Favorite: As in Harry Babbitt. Sun- 
day News Desk, Dave Vaile News, 
Ruth Ashton, Frank Goss News and 
Tom Harmon — to name just a few 
great CBS'rs. 

3 Network: 245,000 watts to blanket 
the 3 Pacific Coast States. 

Summary: Programs, Personalities 
and Power . . . that's why your mes- 
sage belongs on the CBS Radio 
Pacific Network. 




PPE^tMEO Bt CBS RAL SPG" bALES 
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Women's week 



IIow to hv a producer: Lady tv packager and public relations 
consultant Joan Sinclaire is offering a course to women in the New 
York metropolitan area. Subject: producing panel shows, conduct- 
ing interviews, writing and announcing commercials. Tlie course 
starts 23 September. Mondays 8:00-9:50 p.m. at the Ballard School 
of the ^ WCA. Lexington Avenue and 53rd Street, will include such 
guest speakers as Paui Belanger fBBDO), Jay Kacin (McCann- 
Erickson I , Norman Baer ( Lewin, Williams and Savior I , Joseph 
Kenas (Academy Award winning film writer) among others. 

Joan's own background includes producing Leave It to the Girls, 
Meet the Press, The Lisa Ferraday Show, 

Ideal agency job for women: As agencies have been getting more 
and more intimately involved in product testing, test kitchens have 
become an increasingly vital part of the agency operation. The gal 
who runs such a test kitchen gets paid to keep up on de^ elopment of 
new recipes, trying out new and attractive ways to sene and prepare 
foods, as weW as creation of housekeeping tips on Avashing laundr)' 
efficiently, making fabrics last longer. 

Grace Teed, who'd been assistant director of home serv ice for the 
Vtliirlpool Corp. in St. Joseph. Mich., has just been appointed a 
Leo Burnett Co. home economist and will head up the Chicago 
agency's test kitchen. Because of this background she 11 also sei'xe 
as home economics advisor on all food and appliance accounts. 

Before getting her practical experience in industry. Grace received 
a B.S. degree in foods and nutrition from Michigan State College. 

Slenderella^s a woman's world: It's long been Avell known that 
women tend to be more interested in spot reducing than men even 
though the need may be equally spread between the two sexes. Slen- 
dereiia. is the chain of slenderizing salons which has capitalized 
both on women's figure-consciousness and their loyalty to radio 
(Slendereila International grew to its present giant size through 
radio advertising) . 

One interesting aspect of the operation is the fact that only 25^ 
of the firm's 1,750 employees are men. and that women are among 
the best-paid top executives in the world-wide network of salons. 

In fact. Larry Mack, president of Slenderella. is proud of his 
firm's hiring practices. "It's a woman's world.'" says he. "'And we 
admit it." 

Women in radio : Family -owned and operated radio station 
K-ACE, T\i^erside. Cal.. has just added another page to its women's 
schedule bv programing Woman's W arid, an *'off-beat program 
created bv Helen Sherban. women's commentator.'' 

K-ACE is proof that women can work together well and effective- 
Is : Helen Sherban. wife of owner-general manager Ra} Lapica, re- 
ports to her sister Ollie Sherban. women's editor of the station. 
(Both Ra^ and Ollie are SPONSOR alunmi.) 
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5 timebuy@rs-5 reasons for 
buying WKY, Oklahoma Cityl 



Total coverage sold me! 
NCS .^2 gives WKY 56 Oklahoma 
counties — 1 8 more than the 2nd 
station! Coverage area contains 
68% of Oklahoma's population, 
retail soles! 



Nielsen proves WKY's 
unduplicated weekly coverage 
is greater than the next 
4 stations combined! 



Reputation means a lot 
to me , . . and WKY has been 
one of America's great pioneer 
stations since 1 920! 



Cost-per-thousand 

clinched it for me! Top 
audience, top coverage make 
WKY best buy! 



Pulse showed me WKY is 
clearly dominant morning . . . 
noon . . . night! Audience 6 a.m. to 
midnight averaged 40% 

greater than 2nd station! 



1 



E 



v« "And you'll like ihe way the Kaiz people came up 

iy * with accurate, useful infarmatian and prime avail- 

I j] \ abilities when you want ihem.'* 



However you buy... it's 




S30 kc NBC 
OKLAHOMA CITY 

The WKY Television System, Inc. 
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Handy Bookmark Series 




Gels a 



n(i wmb\e«^^"^^ and. 



Keep yoitr place 
in Los Angeles 
with KTTV 




■I 



\1 



Vos 



-TV 



49th an) 
Madisor 



Timebuying and Research 

We have re^ad with great interest your 
praise-worth) and tiinely article, "Reps 
rate the tiniehu} ers." in the August 
24th issue. 

WV feel that one of the important 
points mentioned in the article was the 
reference to the \ ital role of research 
in timehu\ing. We. of BBDO Re- 
I search, have had very extensi\'e contact 
• \*'ith station representati\ es and since 
this is undouhtedly true with nianv 
other agencies, \\e feel it will he very 
interesting to see how the reps rate the 
agencies in terms of research as well as 
in terms of timehujing. Our thinking 
is that this is almost mandatory since 
one does not function successfullv 
without the other. 

Marty Herhst. acting manager. 
Radio Tv Research Dept. 
BBDO. Aeic York 

Timebuyers of the U. S. addendum 

We have just read your 24 August 
issue of SPONSOH. On page 80, under 
the heading of Oklahoma timebu\ers. 
we note that this agenc\ Avas not listed. 
Did we fail to send information re- 
quested by your publication? 

Of course, since this agency is only 
two years old. \ our stafi ma\ not have 
known that we existed, although we 
are listed in the Agency List. 

We're not complaining — just wanted 
you to know we re here, we've come a 
long wa) , we are gearing to go e\ en 
farther! 

Xorman F. Hall. 

Hall & Thompson, Inc., 

Oklahoma City^ Okla, 

• \;2;«>nrios v, iih clifiils aoti\ e in the air inodia 
nil a national or r<*^ionat ha>is nho are not in- 
<*tu<t<*(l in the Tiiiu-lm j or> of the U. S. listing an<l 
i*i>h to he sh<itil<t addrcs- |i<*rlinent information 
to SPONSOR, 10 E. 19ih St., -\4>* Vork 17, N. ^. 
An ad den <I mil ti»lin^ bo publijihcd for tho>.e 

aj;cnoi<*>. and lhr\ \si\\ lie in<*lu<Iecl in the reprint 
if po$!f;ihle. 

Radio's fabulous comeback 

W hat with this, that and the other, in- 
cluding a vacation. I ha\e just gotten 
around to reading the 13 Jul\ issue of 
SPOiNSOR. Tin glad I'm the meticulous 
kind that reads magazines in sequence 
no matter how old the\ are or 1 would 
have missed Joe Csida's column. "Be- 
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Dual Control 
in the 
Twin Cities 

WDGY controls the spot. 

Advertisers control 
consumer purchases 
with buys on: 

WDGY 

50.000 Watts 
Minneapolis-St. Paul 



W 1)( ; V *s liisi place I lunprr ^mh's oiiw ard a in I iipw aid. 

Xnw \V|)(1^' fuiitrnK :M 1', nl' tin- <la\liiin* ainlicnrr, 7 a iti f» p n. 

.Mnmlay ilirnii^rli Salnrdax. ' .1 iily- A iiltiisI lloopn- 

l.wtrsi Trnidrx avr<*<'N : WIXIV has L>!M»S avrra-i- sharr nf audi -nr. 
7 a.iii.-l) p.m.. Monday ilirniii:li Satnrdax 

l.alrst l*iils(» rniiliinh's tlh' mianiiiiity : WlXJV lias |^*» first phu**' 
quaricr linurs a-^aiiist I'J^ Tor llir next staiion. 

And it's not just a lishMiiii;; liahit oF a •rrncrai ion wliidi Shu/ 
Staiioii proirranniiiiiL'^ lias uvrrtnriu'd. Tiiiirdaix ini; Kaltiis lia\i* 
niid(*runiH' a t rniiciidnns swiidi to WIXIV If \oii want to liaxr 
(•vrr\ lliiiiL^ undrr roiilrol in the Twin riti<*s. talk to Pdair . . <. 
\V1)<^^' (I'lMirral Mana'^cr dack Tliaxrr. 





[TODAY'S RADIO FOR TODAY'S SELLING 



WD6Y Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR 4 CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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WMAR-TV 

Maryland's Pioneer 
Television Station 

}wn> cekhratmg its 

10th Year 
of Leadership 

IN BALTIMORE'S 
3-STATION MARKET 
WMAR-TV CHANNEL 2 

Share of sets in use 44.9 

Percentage of total 
quarter-hour firsts 55.2 

based on ARB Report for July, 1957 
(one week, sign on to midnight) 




SUNPAPERS TELEVISION, BALTIMORE, MD. 

TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KAT2 AGENCY, Inc. 
New York, Detroit, St. Louij, San Francisco, 
Chtcogo, Atlonto, Dollos, Los Angetes 



49TH & MADISON continued . . . 

hind Radio's Fabulous Comeback." 

l.el ine congratulate you on placing 
praise where it is due. \s one who 
also works in Men)phis' radio \ine- 
vard, 1 have nothing hut admiration 
for the job thai Harold Kreisteiii and 
his associates have done in regenerat- 
ing WMPS. It is a remarkable achieve- 
ment resulting from hard work, guts 
and imagination — above ail, imagina- 
tion. And vou are so ri":hl thai the 
radio broadcasting industry can in 
large measure thank people like Harold 
Krelstein for its resurgence. 

In that we are agreed so 1 hope you 
will credit me with wanting to take f 
nothing away from him or \\^\H^S in 
wdiat 1 am about to say. And. that is 
thai there is another factor which has 
had much to do with revitalizing radio 
— the birth and astounding growth of 
radio stations like WDIA that program 
exclusively to the Negro audience. 

This exclusiAe Negro programing is 
the epitome of specialized broadcasting 
I and its success is also the result of the 
guts and imagination that it took to 
I burrow back down in the wornout gold 
I mine of radio and find the new^ and 
rich vein of the untouched, overlooked, 
neglected listeners, who are also the 
new^ golden frontier for the sale of 
every kind of consumer product . . . 

Harold F. W^alker, commercial 
manager, IVDIA. Memphis 

• SPONSOU's aiiniial Nepro Kadiu sft-tiun will 
appear 28 SfptriiiI»*T \* itii dctailtui information 
on this ^rtiwin;; market ant! the stations prtijzrani- 
ing to it. 

Radio Basics 

You have again done a masterful job 
in production of Tv/Radio Basics. I 
believe this one is more complete and 
will be more useful than cAer before. 
This is a genuine service to the broad- 
cast industry. 

We would again like to have a sup- 
pi)- of Radio Basics alone just as soon 
as they are available. 

R. M. Brown, general manager 
KPOJ, Portland 

Please accept this as our request for 
a supply of new RADIO BASICS— 
Section Seven. 

We will need 100 reprints. W^e ve 
seen them, and we like them. 

Jack Starr, sales service. 

IF II HQ-Radio, Memphis 

• H<*prints of Hadio Ua^-ies are :i\ ailahle. The 
pricf is IMir pt-r ri'print >* ith t|iiaiitity priees avail- 
abh^ on re»|u*vst. Film Babies an»l Tv Ita^ies are 
aN»i a^.^iIahle in rt*|irint f»»rin. A»hlr»*ss re«iue*>ts 
to: SPONSOR Ser% iees. Int.. I(> K. 19th St., New 
^ork 17. >.^. 



You're headed in 
the right direction with 
Plough, Inc., Stations! 




Mow Hisi* 
Is UP? 



CO- DUKE 
TOlLY 
5EK ^ASk 



3R 1 

P 




ABOVE SEA LEVEL 
l,0IO FEET ABOVE 
AVERA6E TERRAIN. 
MAV.THATS OUR 

WEW TOWER 
<BO\fiG UP. WE 
STARTED JULV ISit, 
TAR^^ET DATE ^PT \lh 
AWD THERE'5 wo 
INTERI?OPTION IN 
TRANSMISSlOw; 



B0VIN6 Power is op 

48^4,850,00 IN THE 
NEW METAL EMPIRE Tbol 
^MAH, I WISH Vou*p Gbt 
DOWN !i 




WDSM-T7 

MBCr ABC Channel 6 

I DITLUTH- SUPERIOR 

National ^pr^^nta^\>fef - 
i PETERS, GRIFFIN, WOODWARD J 
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The Station Most Omaha'Cound/ B/uffs Mommies Listen To! 

Avery-Knodel Rep. 
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WERE mmJES COUNT / 




* KARTOON 
KARNIVAL 
fp* 8:30-9:00 a.m. 
th Mon, • Fri. 



* Leading daytime kids' show 
from sign-on to 5:00 p.m. 




MATINEE 

MOVIE \ 



* Strongest afternoon movies 
from 4:00-5:30 p.m., Mon. - Fri. 



Nunm 




MY 

LITTLE 

MARGIE 

12 noon -12:30 
Mon. - Fri. 



Leoding doytime syndicoted show. 



Ask your H-R man 
about minute participations 
in these top-rated local 
doytime programs 



SACRAMENTO - STOCKTON 
ONty KBET - GIVES YOU BOTH! 
TOTAL AREA SET COUNT: 417,381 



*weighted Sacramento and Stockton ARB, July, 1957 



KBET-TV CHANNEL 10 

SACRAMENTO CALIFORNIA 

BASIC CBS OUTLET 

Call H-R Television, Inc. for Current Avails 
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THE VITAL 30 DAYS 

Toujrlu^st projrraminjr (huMsions of year face l\ a<Inien 
ill w<*eks ahea<I. Here\^ >vhat to do if (1) show look> like a winner, or if 
(2) sliow\s a flop — with (estimate of what it eosts to >witeh in niid-slreani 



\ achertisers and their agoncie?^ arc facing the toughest 
'M) (ha\5 of the \ear. 

During roughK the next month. the\ MI j^tai t finding out 
how well their niuhi-niiUion .^how investment and months 
of planning Avill pav out. And. more than during an\ other 
period in tv histor\ . clients are aware of the risks as well 
as the bonanza pa\-olT for the companies that pick the 
w inners. 

The questions of the month are: 

• How do you keep \our show lieahh\ — if the fxvA ratings 
are good? 

• When should \ou start priming the pump if the\ aren't? 



• \\ hen do \ou drop th<* axe? 

These ([uestions will he re^ohed against a harkdroj) of 
la^t \ ear's unprec edented .^0 network t\ flop>. 

Hut if there > been more an\iel\ and cautinn about shap- 
ing thi^ fair^ plan-, there'- abo a realization that pirkinj 
the >how i> ju-t the fii-t hurdle. 

\(lmen learned costb le--on- from la-t sea-on. \dmit- 
tedb onb top-grade product will ultiniateb bring down 
the rate of program turno\ vr. But there are '-afeguards 
against making costb mistakes during the first crucial week- 
of the season. 

Collected here are 10 tips on what to do. what not to do 
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VITAL 30 DAYS continued . . . 
and how to interpret }our ])rograniing chances 
in the weeks immediately aliead. 

1. The first ratings are important but don't 
tell the whole st()r\. \o\x may he able to judge 
whether \our show is a real dog, hut if first ratings are 
a\erage or better, }ou can't reall) predict what the mid- 
^eason outlook will he. (See chart ami separate story at 
right for a ratings analysis of last fall's hits and flops.) 

2. The tjpe of show you bought will affect the 

\ou should interpret ratings. If youVe got a new Western 
or drama or situation comedy, you can probably expect 
>our show to take longer in building an audience than a 
musical starring a well-known personality. 

But remember, first ratings may be inflated b} your own 
audience ])roinoti()n. Sylvania's Buccaneers, for example, 
started well last year, then dropped off steadily as audience 
moved over to the competition after catching a few^ episodes. 

3. Competitive ratings have to be weighed earefulK. 
They will give you an indication as to strength of your com- 
petition and of the shows leading in and out of yours. If 
the competition seems too strong, this is a good time to 
start talking to the network about a schedule shift. 

Neither client, agency nor network should consider mak- 
ing sueli a major change on the basis of just one ratings 
period. But the earlier you explore the possibilities, the bet- 
ter your chances of achieving improvement before you reach 
the ]>cak of the viewing season. 

4. On a live show, you can improve the format by 
huddling with the agency and the producer about show 
weaknesses. Pharmaceutical's Twenty-One is an example 
of one bi*i hit from last season which made a sensational 
comeback. But it had to change its time period and sharpen 
its format in mid-season. 

5. With a fihii show^, you're operating on a longer 
range, but changes are possible nonetheless. In many in- 
stancete, ^liow^ contracts this year are shorter than they had 
been. The 52-\Neek contract is still the rule, but many pro- 
ducers allow a 26-week ''escape clause" with a penalty. 

Usually it's too costly to make revisions in fihn shows 
before 13 weeks or more have elapsed, but in any case the 
time to discuss such revisions is right after initial ratings. 
Xestle's Oh Susanna built ver) slowl) last \ear, got along 
mainly because its competitive shows were weak. However, 
during the interim^ Don Cady, Nestle ad director, Bill 
Templeton, Bryan Houston's tv-radio v.p., and the show" pro- 
ducer put their finger on the weakness of the show^: im- 
{ Please turn to page o4) 



Press parties, hke \BC T\ party ( below) for Dinah Shore, arc 
an important part of audience promotion prior to new show premiere, 
accordinf^ to top admen and require additional promotion budget 



I 



I 




CAN YOU TELL 



Here's the track record for a 
cross-section of last season's hits 
and misses. It shows that a 
weak program can come hack hut 
most don't (see chart helow) 



Thrived 



Died 
mid- 
stream 



Died 
end of 
season 



Comeback 



Show 



Net 



Cost 



Steve Allen 



Cheyenne 



December Bride 



CBS 28,000 



Tennessee Ernie 



NBC 33,000 



Playhouse 90 



Lawrence Welk 



High Finance 



Noah's Ark 



NBC 38,000 



Herb Shriiier 



CBS 45,000 



Stanley 



NBC 41,000 



Walter Winchell 



Conflict 



ABC 90,000 



Jackie Gleason 



CBS 102,500 



Hev Jeannie 



CBS 41,000 



Typ 



NBC $63,000 Va 



ABC 90,000 We 



Sill 

Corl 



CBS 117,000 The 



ABC 14,500 Mu 



CBS 32,000 Qu 



Mt 

Dn 



Coi 



Sit 
Coi 



NBC 60,000 Vai 



Dnl 
Coil 



Coi 



Robert .Montgomery NBC 52,000 Dn 



Sir Lancelot 


NBC 


24,000 


Ad^ 


Treasure Hunt 


ABC 


21,000 


Qu 




Oh Susanna 


CBS 


39,500 


Sit 
Coi 


People's Choice 


NBC 


34,000 


Sit 
Coi 


Twenty-One 


NBC 


30,000 


Qu 



•LOP FROM THE 



FIRST MONTH'S RATING? 



^^aii ;i >\ui\\ lluil ■-lailr* <»IT fr(*l»Iy 
slaj:(* a t'omchacky \fl(M cluvkiii^ 
llic track leconls of la^l >ra*^oii fa^ 
xni in the national MJH ratings) , 
siM)N>o|{ (nuls this i^ tlir pattern: 

• A weak show ran coinc hack. 

• Hiit nio>t show> that iici oil to a 
had start in tlie fir^t few months of a 
season are on the wa\ out. 

I'he eliarl helow represents a cross- 
section sampling of th(* 1 I I sponsored 
pr()*»raius that >tart(*(l ont in the ni^ht- 
lini(* line-np hist season. There \\ere 
selecttMl a^ repn^sentative of ( I ) pro- 
grams that siirvi\e(l; (2) programs 
that (lied and {'.\) prograni> that start- 
ed o(T faheringly hnt recovered to fin- 



ish in the nnnie\. Network, l\|>e and 
( o^t factor^ were all taken intn aeeonnt 
in picking tin' ^Iiows. 

For the total I I I >Iiow^ starting on 
tlie air hi^t fall, the >nr\ i \ al record 
rea(l> like tlii>: 

Pro^rinn Dinl Died 

llirivcd niirh^f'asoii nnl of vcu-ion 

(^\ ]u .it 

( \<)tr: Viiuv tliat did not come Itaek 
at night retnrii this fall as da^timer-^: 
Treasure Hunt, Do ) on 7 rust ] our 
Wife?, Sir Lancelot and The Bucca- 
neers. ) 

1. valuation of last season's successes 
shows tlie\ are in all program t)|>e^ 
and co^l ranges. I rue. some catego- 



ric*^ lo^t ground, hut no format t\p<* 
has Iirrn discarded a^ '*rnu its roursc." 
One of the growing categoric^ at tlu- 
heginning of hi-^t season, the hig monc\' 
<pii//c^. fi//lr(I and nuni) weie dro|)j)ed 
along tlu* wa\. lJut one uf the re- 
sonmling snt'ce^^e^ of the past scasrjn 
wa-- Tu rnty-One \ 1'\ ) (»nc of 

those few sliows which eaine hack af- 
ter a had start. 

On the en^t side, the tliri\ing slmws 
are at hotli extremes. Playhouse 90 
( CISS T\ K wld( h has the Iilghesi 
talent-produc tioii tal> of au\ wieklv 
s( hedulcd luglittime |>rogram, con- 
trasts ;viih Laurence U elk ( Wii . TV) 
[Tlease turn to jmii^e \\\) 





Sept. 


Oct. 


Nov. 


Dec. 


Jan. 


Feb. 


Mar. 


Apr. 


May 




17.7 


24.4 


22.5 


25.0 


18.9 


28.3 


30.4 


28.5 


28.6 




22.0 


23.9 


22.0 


23.4 


29.4 


27.8 


30.0 


29.5 


28.2 






28.2 


25.0 


32.0 


34.9 


35.0 


34.6 


33.7 


31.6 






25.8 


25.4 


31.0 


31.9 


31.6 


32.3 


31.8 


23.1 






20.9 


27.4 


21.5 


28.5 


28.6 


27.4 


26.7 


33.4 




32.2 


29.4 


33.6 


33.0 


36.6 


36.6 


33.4 


37.2 


28.0 








16.3 


15.1 


11.1 


8.6 














24.4 


17.5 


18.9 


19.7 


20.6 


19.7 












24.4 


22.7 


20.3 
















16.5 


16.6 


18.1 


15.2 


13.0 


16.4 










21.9 


20.0 


18.0 












J 


20.3 


XX 


20.0 


19.4 


24.0 


22.9 


20.0 


21.5 


16.3 






33.8 


28.5 


32.8 


24.7 


24.8 


31.1 


25.2 


19.3 




12.7 


15.1 


15.2 


17.3 


21.1 


20.4 


23.0 


19.3 






38.7 


25.8 


28.1 


21.4 


20.5 


17.3 


16.7 


13.6 


18.1 






20.0 


16.7 


16.8 


14.8 


15.7 


17.6 


19.7 


12.5 




15.0 


12.0 


13.0 


16.3 


17.0 


16.6 


15.1 


15.1 


13.0 




1 






18.8 


19.3 


22.4 


24.7 


21.2 


25.9 


24.3 


16.6 




18.4 


18.5 


22.0 


23.4 


20.2 


25.5 


25.1 


27.1 


19.8 




9.3 


13.9 


18.5 


20.0 


18.5 


36.5 


42.5 


28.4 


26.2 



K;itLiics h»ve been coropUed from ARB Ntticwa.1 Reports, shw ci>is from SPONSOR S asrencj ci>romi>5ion They do not include commercUl? or time charge*. 

Tv Basics. Costs refer to average cost* including talent and pR^uction gross (w^ith 15'"^ Pn>ii;rtm wa^ not on the air that momb. XX Ratir? was no* taken t iii myr h. 



DAYTIME TV OUTPULLS ALL 

OTHER MEDIA FOR LYONS 



California van lint* puts 85% of its regional budget into 
tv, cooperates with Eastern group on national media. 
Tv aim is to reach both men, women in early-morning 
hours with variety, husinessmen in evening with news 



l^aUiine television is the onU re- 
maining hope for the local and re- 
gional tv advertiser/' says Jack 
Snialley, account executive at Snialley, 
Levitt & Smith, Los Angeles ad agenc). 
"7V is getting so expensive that even 
the hig blue-chip boys are forced to 
drop top-ranking shows which are not 
efficient enough for them any more." 

Using daytime tv primarily, Smalley 
has gotten exceptional results for Lyon 
Van Lines, Inc. Lyon is one of the 
largest connnercial movers in the West 
with branch offices in 11 major and 12 
minor markets, including Hawaii and 
Alaska. L) on has 500 agents fran- 




chised W est of the Mississippi and an 
'"inter-lining" arrangement uith W hea- 
ton \ an Lines, Inc. in eastern areas 
of the countr) . 

Frank Paj ne. president of L\ on, who 
supervises advertising for the companj . 
w orks \ ery closely w ith Smalle\ on 
campaigns designed to hit specific 
audiences. 

For three years they have had their 
test success in W^estern markets with 
once-a-week live spots on Panorama 
Pacific^ weekda) morning show from 
7 to 9 a.m. on the CBS Pacific tv net- 
work: the show's coverage area corre- 
sponds almost exactlv to Lyon's. 



News show Clett- Roberts <r.) hit? 

businossnien's audience with special report*- 
such as thi^ on the >p«tt interview from Krael 




Kickoff t*> Queen for a Day sponsor- 
sliip wa^ Lyons Pres. Frank Payne croon- 
ing queen from among agents* \vives 



"W ith this t\pe of daytime show," 
explains Smalle) . '"we reach both men 
and women, a pattern not too easih 
come b) in tv. W^hile many programs 
have specific appeal for men. and 
others for w omen, a a\ ell-produced 
early-morning show has ingredients 
for both, 

■'By alternating our announcement 
in a different hour of the show each 
week, we cut diagonally across the life 
patterns of a verv large section of the 
view ing area. We event uallv hit the 
time between tune-in and departure 
from homes of every \ iewer. 

"The result has been that returns 
keep coming in with very slight dim- 
inution of inquiry. Whenever we want 
to test response, we just have Red 
I Row e I make the nioving-da\ kit 
offer." 

Payne and Smalley are justly proud 
of this kit with its 10 postcards — se\ en 
with official change of address forms, 
two cartooned for mailing to friends, 
and one addressed to Lyon requesting 
an obligation-free moving estimate. 

Red Rowe demonstrates the kit pe- 
riodically in the commercial spot, 
shows how each kit is actually a single 
piece of heav\ paper I w ith perfora- 
tions so the postcards can be easih 
detached). Rowe also discusses mov- 
ing-da) tips, included with the kit. 
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tot (IflllAl USI r*>< 





Antics ^^^"^ T\ V Pnnorntnn l*(ir\ju \miIi KrtI 
Rowe pnll atnlitMur. Hi- ofTt r nf innvin:: kil l>nii:£- 
a\<'ra;rr of 200 rr«iuf^l>». "iiiort- llian from an\ oihrr 
pro*: ram or lutMliuni." Kil inclinlf- ni-lriif lion- op 
liou l«» park, >lorf an<l ino\f a- ur|| a- poM <ar<l- 
wliidi «-an he mailctl lo friciitl- will* addrr-- chan;:*' 
\nii<)iin<t'infni in rolale<l in l\so.hn.,r inorninp ^lio\s 
to »:t'l !uriio\('r aiMlicnrr of l>o|'i www. \so irn 



'V\ luck\ coiiihiiialion of iiigrodi- 
enli; produced a kit that people re'x\\\ 
like/' Smallev points out. ''W e \ e been 
usiiiiT this form of ad\ ertisius: for 
\ears. The first one was copyrighted 
in 1947. and we ve printed about a 
1 lillion so far. Seems we have to be 
constantly threatening lawsuits to stop 
imitations. Sometime^ the\ ('op\ word 
for word. 

*'Kvery person who sends for one is 
a potential mover. We get at least 200 
requests ever\ time we make the offer 
on Panorama, Nothing compares with 
it in an\ other medium. In fact, this 
three-year pattern on Panorama helps 
us get an accurate measure of audience 
for local participations." 



At present, the miK local participa- 
tion outside of Los \ngeles is in ."^an 
Francisco, once-a- \\ cck on a KGO-T\' 
afternoon mo\ ie-inter\ iew show coit- 
ducted b\ Honnie Ke\<*r. who does li\e 
pitches on the movin2-da\ kit. alter- 
nating with a recenth -filmed 60-secontl 
spot with Gene Baker olTering the kit. 

In other areas, a 20-seconfl ani- 
mated spot backs up Panorama Pacific, 
These spots are placed strategicalh 
and sparingly in all citie-^ carrying the 
>how except Hakersfield. only city in 
the network chain where there is no 
primar\ Lyon warehouse. 

The current spot in Los Vngeles. for 
example, runs on KNXT at 7 p.m. be- 



tween Rohin Iloofi an<l Hums and 
\Uen. a time the\'\e been holding on 
t«) for dear lib* since January 195 L 
Pa\n<* figure*! this spot r^'acbr^ one in 
v\v\ \ fi\e of the 2.305. bSO t\ familit*-^ 
in the greater Lo> \ngele- area, based 
on KW I s primar\ co\erage /one of 
7.900.700. 

The spot feature.- the "Friendly 
L\on," who. unlike the "Fierce Lyon, 
the standard trademark, has undergone 
-everal changes >ince he was fir^^t 
drawn in 1939 by Carl Biiettner. a 
I)isne\ artist. \s cartoon sty 1 e > 
changed. >o did the friendly Lyon. In 
1947. a new lion was created by an- 
other Disney artist. Robert Moore 
\ Please turn to pac:e 17) 
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RADIO IN 
TRANSITION 



Radio has not only 
changed radically in 
the past five }ears; it 
has virtuall) become a 
new medium — a medium ^\hich 
is still evolving, still 
growing, still in transi- 
tion. So dynamic is radio's 
growth that even those in 
close contact with it 
are not fully familiar ^vith 
the ways in which it is changing. 
!Many admen today think of 
radio in outdated terms; 
others ha^e gro\\n up in the tv 
era and have virtually ignored 
radio's evolution. To provide 
perspective on radio as a medium 
in d) namic transition, sponsor 
plans a series of articles of 
which this is the first. Those 
w^ill he designed for practical 
understanding of whore radio 
is headed and how the alert 
advertiser can make hest use 
of its new characteristics. 






MUSIC-ANIM 



I 



t's a safe bet that within the next 
six months, some adman will jump up 
at a broadcasters' meeting and cry, 
"Juke box ! He ^\ ill attack the 
"drear} , unimaginative sound of 
radio"' and the source of this sound — 
"a stack of records and a teletype." 

He will be a hundred miles wide of 
the truth. 

Probably no greater misnomer 
exists in radio today than the term 
"niusic-and-news.'' When accompanied 
by a sneer, it becomes still more of a 
misnomer, and as unfair as to hurl 
the description "nuts-and-bolts" at the 
motor car industry. 

Music-and-news are the building- 
blocks with \\hich a station constructs 
its own programing profile. They may 
be arranged in many ways: the com- 
binations are countless. It is these 
combinations — carefully arranged in 
most cases — that are gi\ing 1957 radio 
its new sound. 

The new sound has not been de- 
\eloped without a lot of careful plan- 
ning in the program de})artnients. 

"There is a lot more to effective 
music and news j)rograming than 
many people in the broadcasting busi- 
ness think. " the ^ ice president of a 
station group told sponsor. " — includ- 
ing some of the stations that are now 
attempting to do nmsic-and-news/' 

The fact is. that a top flight nmsic- 
and-ne^\s station does not just slap 
records on a turntable or just rip 
news off the ^\ire service tickers. 

The latter type of operation where 
disks are spun wilh-nilly and d.j/s 
with nothing to say drone on and 
on deserve the censure of "music- 
and-news'" critics, but the smear 
-hould not extend to all those other 



Part A nf (t ttmtniutni*, \vti*\ 



EWS ARE ONLY BUILDING BLOCKS 

Ollcii ini<l<*r attack as ^^in ra>y, miiuia^^iuativr way out lor hroadca^trr^/* 
imi>l('-an(l-ii<*>vs iOniiat is more siiuird a<;aiHst than >iiniiu<r. 'Hie truth 
is that all stations <h> not sound alikc^ ii one takes the tinu* to stndy 
their |>ro(ih\s^ and l>ny(M's oi* time will do well to sto|>. look and listen 



radio "-liitioiis wlio pro^Viiiii willi onie. 

"Sun* \\\crv iwc still ii lot of "^lopp) 
opera lion a \\(»ll-iiiforiii(Ml adiiiaii 
told >IV)\>()H. "I ml lli(*\ liardU vwx 
C(M ain nal ioiud ad\ (Ml i^iii*: hii-^iiu^ss 
ain \\a\ . 1 li(*\ r(» not wovlli \\orr\ in*: 
al)onl. ' 

1 Viscoiinl ill*: "^ncli >lation^. most 
nuisic-and-ne\\"< programing fall> into 
two pall(*rns: 

(1) l'rr-t\ fornuil and \2\ l\)st-t\ 
format. 

\s earl\ as the niidtllo 1930V, a 
f(*\\ ind("peiidenls wcvc pioneering 
long Mocks of reconhvl ninsie inler- 
spersed with regnlarK scheduled news- 
casls and manag(*d lo eonipele sue- 
cessfulK w illi netw ork affdiates in 
their markel>. Among llie>e pioneers, 
and credited l)\ nuiiu ns the pioneer 
was W M:\\, New York. 

I he sueee^-ful format de\ eloped in 
pre-t\ da\"- wa>: (1) a wide variety 
of music, perhap- 301) lo 100 tnnes: 
\2\ strong per^(»nalities with some- 
thing In >n\ and who eomiiianded 
fierce li>lener lo\ alt\ : I 3 » regular 
newsca>ts dealing willi e\ent> of na- 
tional or inleriiatioiial significance: 
(ii an awareness of puhlic service. 

The programing was smooth and 
proh^ssional. >tal ion promotion was 
conservati\e. Thi> sound has survived 
and prospered and will he around for 
a long lime. 

Bnl is ua^ inc^vilalde after the 
^liock wa\e of tele\ision that new 
sounds should appea r. The early 
1950 found slations in every niarkel 
struggling for ad\ erti-ing dollars 
shrunk hv tv. 

One thing w a* clear. The radio 
listening habits of the nation had 
changed. \o longer did the average 



IIsUmum follow a radio program: h** 
followed a slalion. This wa-- hecan^(» 
radio had losl ils roh* as a mas-- 
( iit(Mlainer. Mnl il gained a nv\s role — 
companion lo an indi\idual. 

The (pieslion now was: W lial doe- 
an indi\idual expecl from a compan- 
ion ? lie expects consislenc\ if Ik^ i- 
to lia\e that companion al hi- side, 
ihe dial "fro/en to oik* station. 

l\*rli;i ps, rca-on(*d man\ si at ion 
manaiier-. llie wid(» \ariet\ of tune- 
formed loo scallcred a pallern lo gi\(^ 
a slalion an indi\ idual p(^rsonalil\ . 
.Ma\he lli(* news was loo sopliisl icated : 
afler all. wouldn'l an individual ralher 
lislen lo his companion clial ahoul 
what happened al Mroad and Main 
Slrecls in his home town llian whal 
happened in Congres-? 

This lliinking led hroadcash^rs into 
e\]i(*riiiienl ing \\ il li "formula-.' al- 
lliougli "formula ' has by now c(nne to 
he ainio-t as misconsl ru(*d a term a< 
is ihr term "musi(^-and-news" ilself. 

" \ formula suggests somclhiug 
rigid and infleNihle." one stalion man 
lold ;^P()\s()|{. **aiid radio is loo flexible* 
a inculium for llial. 

1 here - a lot of misunder-^tanding 
about lli(" word "formula, said on** 
rep sales manager. " \ beller wa\ of 
pulling it is; Smart management 
knowing whal a connnunil\ needs and 
llien gi\ing il to iIkmii.' 

Ju-t IIk" -anie. siMiie slalions and 
station grcjups have drawn up pro- 
graming pallerns and (*\ en w ent so 
far as lo copvrighl them. But in most 
cases, lliese pallerns are mereh I he 
o\ er-all si rateg\ . and programing 
-eenis to work well wilhin the frame- 
w ork. 

ou cant put mn-ic or an\ oilier 



kind of programing into a ^l raighl 
jacket formula.^ -aid a director in 
( liargc of programing. 

\ctually a betler plira-e than 
"formula * would be a "general for- 
mal'' or e\en a "pliilo-oplix <)f mu-i» . 
\bt-l slalions now doing a -Mcc(»--fnl 
job of programing lia\e carcfullv 
studied their markcl and it- audience 
lo learn llie preference^ of ibe peoph\ 
From tlii- has couk* a -killfnl blend 
of lop musical hils and -landard- a- 
a main ingredienl -pi<*ed w ith occa— 
ional up-and-coming releases and -u^ li 
-peciallic*- a- -how lunc-. cla— ical. and 
no\ ell 

One iiit(*re-ling facel of tli(* cur- 
renl niu-ical -c(*ne i- ihc ebbing awa\ 
of rock-'n-roll on popularity li-t- in 
fa\or of more hi-li numlxM-. I bu- e\en 
llie lop 10 - are undergoin!i a di-linct 
change* w hicli i- bound lo aller llie 
sound of nian\ -lalions. 

\- b)r n(*ws. man\ of llie aggrc— ive 
and re-ourceful station- are already 
oijI -( ooping the dail\ n(*w -papers 
w illi on-lhe-spot co\ erage \ ia molWle 
uiiils. b(*e|)er phoiu^s, tape- ami oiher 
inno\alinns of mod(*rn radio. 

Public sen ice. de-cribed b\ one 
-lalinn man jocularb a-- "an\ thing 
I lull i-n't paid for * aclualK iiiean- 
niucli more lhan that, ^er\ ice to a 
((Miinninilv wa- one of the thing- left 
lo radio afler television took o\ (*r the 
enlertainment arm. Coii-e»|uentl\ . 
listeners turn lo radio for such in- 
formation a- weather, time, traffic re- 
ports. In some ca-es they gel much 
more. Contro\er-y program- geared 
In ci\ic impro\emont give audiences 
the opportunity to (onlact iheir sta- 
lion with idea- on -chools. roads, and 
municipal administralion wilh the 
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Music-and-news is probably the most 
.nis'Used term in radio today. It's much 
more than a stack of disks and a teletype 



know ledge that their pleas — if at all 
valid— will get a hearing and he aired 
to other listeners. Local radio has 
accomplished many crusades includ- 
ing one reported in News and Idea 
Wrap-L^p this issue in which the price 
of gasoline in a community was re- 
duced, 

Xew^ formats are being v o~^'ed out 
all the time within the framework of 
musie-and-news. This is the post-tv 
pattern designed to get the largest 
possible audience and then hold it 
da\ in and dav out. Stations have 
found their own personaHties in pro- 
graming and become identified b)' 
them. 

In contrast to the ''pre-tv format." 
what distinguishes the '*post-tv for- 
mat?" 

Here is a rather general description 
of the latter: 

1. A narrower variety of music, in 
most cases the top 40 tunes (right 
now a trend appears developing to 
extend the top 40 to the top 50). The 
interesting thing about top 40"s is that 
preferences varj from market to mar- 
ket and so post-tv formats, w^ith heavy 
emphasis on the local, will use their 
own local selections rather than na- 
tional polls. 

2. \eivs of local appeal rather than 
of deep national significance. On-the- 
spot coverage via beepers and mobiles 
often pla\ a big part in this treatment. 

3. Personalities who are subordi- 
nate to the music the) play. In the 
case of many group operations, per- 
sonalities command less fierce loyalty 
and can be moved from station to sta- 
tion. 

4. Growing interest in public service. 
In most cases, the music follows a 

])attern throughout the day geared to 
w ho is listening and w hat mood is 
suitable. Thus earl) morning traffic 
time records may tend to be sprightl) 
and hounc). yet not laced with rock-'n- 
roll that would drive awa) adults. 
l)a\ time music may tend to include 
more standards and nostalgic \ocals to 
soothe the housewife. As afternoon 
traffic hours draw in, the tempo picks 
up again. Then in the early evening, 
news is hit hard— all kinds of news — 
to serve as an evening newspaper for 



the relaxing male. Through the night, 
comes more music and some public 
service features. But in the music de- 
partment, throughout the broadcast 
hours the top 40 usually get the heavi- 
est play, 

'"A lot of mud has been thrown at 
those 'formula' stations that grind out 
the top 40's," an agency timebu\ er 
told SPONSOR. "They say such tunes 
only attract the kids. But results and 
surveys prove that mud isn't justified. 
Those stations are usually getting their 
share of adults." 

Success of this sort is achieved 
through planning. Some stations car- 
r) this planning to the nth degree. 
The) may program in this fashion: In 
ever) quarter hour segment, four tunes 
are played in this order: ( 1 I a top 40, 
upbeat and bouncy; (2) a top 40, con- 
trasting, lush; (3) a standard: (4) an 
up-and-coming disk. 

On some stations the 15-minute seg- 
ment ma)^ begin several seconds ahead 
of the clock-break so that a listener 
moving from another station just 
ahead of its station-break will hit upon 
that first bouncy top 40 tune. The new^ 
radio is no hit-or-miss proposition. 

There are two things on the fringe 
edge of programing that mark the 
post-tv, or so-called ''formula" opera- 
tion. One of these is the before-men- 
tioned sublimation of personalities to 
the show . 

In many cases, the disk jockey de- 
spite a handsome salary (many take 
home as much as do the artists whose 
records the) spin ) does not even re- 
tain the right to his own name. This 
is particularl) true w ith the group 
operations. Thus a d,j. named John 
Jones in the Xew^ York market could 
he moved to the West Coast without 
any furor among his fans. The X. Y. 
station owns his name, and on the fol- 
lowing Monday, another d.j.. imported 
from Chicago or Buffalo, could come 
into town and take over the mike as 
John Jones. 

The other — and perhaps more sig- 
nificant — mark of the post-tv station is 
the almost fanatic emphasis on pro- 
motion, \o longer is a station con- 
tent to be heard — it must be seen as 
well. This is accomplished with rov- 



ing show^ stars, mobile units, flagpole 
announcers, and animal acts in the 
streets. 

As for the stations themselves, not a 
trick is missed in bringing the audi- 
ences into these promotions. Treasure 
hunts and givea\\a)S and contests are 
designed to make it a risk to tune out. 
At one time or another such excite- 
ment is branded as "gimmicks" or 
"hoopla."' They have draw^n almost as 
nmch censure as "music-and-new s." 

"1 m tired of hearing station promo- 
tion referred to as 'Gimmicks.' ' said a 
station rep. "The fact is these stations 
— which are advertising media them- 
selves — believe in the idea of advertis- 
ing, and practice it. What s wrong 
with advertising themselves?" 

The hardest job of working out a 
good music-and-news format is experi- 
enced by the program directors at net- 
work affiliates. Their music-and-news 
operations cannot be planned on a day- 
long basis but must be fitted into sta- 
ticn time. The audience they attract 
w^ith network programing, many reps 
and station people say. is not always 
the audience that goes for music-and- 
news. and vice-versa. Thus to be suc- 
cessful they must blend their net and 
local programing into one smooth, 
flowing operation. 

How^ important is all of this music- 
and-news philosophy to the advertiser? 

The answer is: extremely important. 




WHO'S AFRAID OF TELEVISION? 

RADIO'S NEW RICHES 
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"W'lirri l»i()k ill a ^lali»iii/' >ai(l a 
lirii(*l)ii\*M, *\\(in Nink al llu* prn^rarii- 
in*: iMil oriK (in llir ha^^i** »»f rc^^^viicli 
lull on prrsdiial jiidjriiu'nl as well. It 
i< «j;t'nrrall\ llir kr\ li» andirncr cnni- 
|)u>ilnfn. 

"NaUirall\ . ' lu* \\(miI nn. caiTt 
(li'rn tlial a |iiirnai\ c»iric('rri in an\ 
lm\ i> cnst-iM'i- 1,000. \ft(M all u»' 
nni>l j U"-lif\ i'\ (M \ liii\ U> niirx'h i'>, 
h» uni accDiinl "zrniips. In llit' clicnl 
and t(» llu' >lalions wc diilri'l l)U\. 

"Hill it \> inlcrcstinp lo look Ixdiind 
tlu* pnnl r(»>l-|HM'-1.000 and Kvdi/i* 
lhal it i> .*^ound |)n»*zi aniinir llial lia> 
M'>idl(*d in doli\ci in^ f»»r ii< ihc i i*zlU 
audience al iUv i i<ilil pi icv/' 

"Kadio i> >lill in a slah* of dux/' 
another adnian said, "hnl niiisie-and- 
news will Ix* amund for (piile awhile. 
Of eiiurse ihc concepl niii>l (»\entuall\ 
e\ ()l\ e into sumelliini: nn)re.' The 
1 leiidiii*j: of niii>ie-and-news with puh- 
lie >er\ iee is one ^tep in that direction. 

Still another Irend that nia\ he dc- 
\ eldpinj: i> the prnjjL raining of more 
"lalk" slrip> '^oapers. nixsterie**, ad- 
\enlures. Recorded program ser\'ice> 
are reporting a hig increase in -^nch 
sales. Some agenc\ people sec more of 
>uch ."-trips appearing on stations, espe- 
eiall\ in the nighttime hours, hut they 
do not \ iew it as >ignificant yet. 

W hate\ er will evohe, one thing i^ 
certain. More and more intere^^t is 
going into radio programing. As t\ 



The Three Music & News Formats 

Hit or miss: lln^ i*^ dir rlmti^tirlr^o, wilh nith |H<);:r.iiiMiiu 
iIkiI ti;i<^ jii^t ifiat>t\ hioii^l t cIdNNri < < ir^ irr of i;i<ti(f * nin ^. 
t' cii il)i<^, nnlliiii;; rirt itt'it luir ;i tin iiiaht*'. '•omh r<M nnN. n 
i)ru<^ lirkn ;uitt .1 \l.ni\t\*tM^ tti-k jnt k<'\ noltiiii^ In ^jy 

PrC-tv f ormaf : M;iin :hIiih n .tint hro^nlrj-lf r- < r* 

\ru ^ ork. VnmIi oM line < n|irr[)r nf i\} A \Mi|<' 

\arirl\ of in iic-, i 2 1 r<';:nhir iifu ""r.»-N of lui jnnat or inl* r 

lialloD.it Un[io|t, I .'^ > ^llctil^ |i('r^cM).)IUl('*^ hIhI < t> plltitit ^tTMtr 

Post-fv formaf : <ifT-'^lioni of prr-n liroatlt j^ii njj;. ttii« i- 
( liarjihTi/rd l)\ I I) il)r tn[) 10 or ')() nnir- HI a iiiaik*!. <2> 
nrw^ of torjt intrr('<^r raihrr ttun iKitionaK ^.U pcr^oiiatii ic- 
( t ) >rr\ irr. ( ► a I ion proniniioii>- w iih rxrin-r imi 



il-elf turn> more and more lo nm^ie 
( for example. >neh netw(»rk >liow- a-- 
l*at Boone. Law renee W elk. I*err\ 
Como, Dinah Shore. Frank Sinatra. 
Nal King Cole. Gu\ Mit(helll and lo 
new s cn\ erag(^ holh w nrld-w ide and 
local, radio eannol afTord to he l)ack(»d 
into a corner again. 

What i- radio doing now with an 
v\ e to the future? 

5e\ eral stal ion rep fi rms ha\ e re- 
cent 1\ named programing eoiisnllants 
to a»isl tluMr stations. Others ha\c 
had them for "-omelime. ofl(Mi douhliu" 



at Mune other jo|». I h*-*-*' lou mr \tr- 
coming mon* acti\e. \ndiencr atti- 
I ilude** are heing ndied and pilot 
stndie** re\eal lhal nnj^ic-aml-iiew - pr»i- 
graming \> mui h more popular than 
its crilio would ha\e us lii'lii'\e. 

Ne\ ertheless **omelhing more i"- 
hound t»» e\ol\e. A-- one rep >aid. "1 
can alm»»*^t fore-ee a lime when eai h 
market w ill he "-tralified : each -I rata 
will icproenl an indi\idual -lalion 
programing for a ^peei fu audience. 
1 n >ome mark(*ts. it - ahn»t-l reai hcd 
ihi** pattern already. " ^ 




Life features 
radio's big boom 

\ rrtmi i^^ih of Lift' niapa/inr pninlr<| 
niu rlir protirr-* lhal radio ha>» nia'h* in 
ihr fare of l\ i fnlrpmdi nl>» lia\ <• pic \^*-*\ 
lip niorr lhan Si 10 million in rr\ rnii*' la^i 
\ rar : iinmlMT of \ \ | and FM ^raiion^ ha* 
lion Med *inre 19 18. Thr arlich* prrha|)* 
nnron-rion-ly tunird il- -porliphi on (nil- 
of-- la I ion profiioiional pininiick*. ^ »•! dii* 
i* onl> a pari of ihr >ior\ in radio*>» ronn-. 
hark, and poini- up I he fari ihai inu-i< - 
and-ne\v> as a ronrepi or philosophy i* ^omr- 
iinie> judprd more h> \Nhal apprar- on ihe 
surfarr lhan h\ )i- real role in roninuinii\. 



Y^om •»•-» July Usur ft LI hT: 
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AUDIENCE 
PROMOTION 
CHECK LIST 

You can build your program audience 
l)y hitting hard with a coordinated 
promotion aimed in three directions: 
eui])loyees, consumers and dealers 



price audience promotion? Not very much 
in terms of ichat you get for your money. 

TIris is the contention of audience promotion special- 
ists collectively and one '20-year veteran in particular, 
lie is Bertram J. Ilauser, long-time network and sta- 
tion promotion executive who now has his own adver- 
tising and consulting business in \ew Yorh City [and 
who recently returned to MBS as executive v. p.). 

He's prepared a simple checklist of fundamentals 
for any advertiser who wants to promote a bigger audi- 
ence for his tv or radio program. He themes any such 
promotion effort to one word — ''coordination^' To 
jvork, the plan must be a three-way efjort directed at 
the consumer, company personnel and the dealers. 

The cost? Says llauser: "/I sponsor might spend 
S2 million a year on a tv show and get a 15 rating. 
} et if he spends $15,000 a year on. intelligent audience 
promotion he can end up with a 20 rating. The first 
rating costs S13.S.O00 for each point; the increase costs 
S3.()()() a point!'^ 

Here's Mauser's three-way checklist. It applies 
equally to local and national, radio or television. 



^^^^^B To reach consumers ^^^^H 

n l*rinted annoiiiirements and other niail/ngs. ITiese 
concern ne\\> of the })rograni, particularly at the start of the 
advertising canipaigi/. and should be nia/led to special 
grou})S. 

Q Post Ciirds. These help bu/ld an audience right from 
the start when supplied to advertiser employees and other 
approj)r/ate groups. Cards conta/n an announcement of the 
program, time and stat/on. 

Q Press releases, \e\vs reports and pictures should be 
mailed regularly to newspapers and to trade magaz/nes both 
[)efore and after the campaign has started. 

Q Telephone iiieiilioiis. Telephone operators working 
for tlie client company should be instructed to give a brief 
ment/on to the program when answering all incoming calls. 

□ Classified advertising. All dealers selling the adver- 
tiser's merchandise should be listed in the classified tele- 
plione directory. Cross n/entions should be made on the 
program. 

□ Radio and television advertising. The sponsor's pro- 
gram should be mentioned on other programs sponsored by 
the same company. Spot aimouncements. in copy, transcrip- 
tion or film format, should be supplied to dealers for use at 
the local level. 

n Newspaper advertising. Program t/e-ins can be listed 
in run-of-paper display ads but spotlight advertisements 
should be used on the radio and tv pages and other special 
pages. Mats should be sent to dealers for incorporation into 
their local advertising and for use as their own spotlight ads. 

Q Magazine advertising. Program tie-ins here, too, can 
be used in display ads for a \'ariety of magazines — fan, 
general consumer and specialized. 

□ Trade paper advertising. Dealers and their sales 
people show aroused interest in a company and its products 
as a result of trade paper advert/sing. 

Q Transit and ontdoor advertising. Tie-in copy can 
be used on billboards, in subway, elevated and railway cars, 
in street cars and buses and on delivery trucks of the spon- 
sor and his dealers. 

n Movie trailers. Motion picture shorts and trailers can 
promote the progran/ and the advertiser and be run coop- 
eratively with local movie houses. 

n Personal appearances. Stunts and personal appear- 
ances have a lot of appeal. Invitations to tune in to the 
show can be handed to people on the street; special street 
parades and floats can be arranged. This item on the pro- 
motion agenda has at least 10,000 variations! 

n Dealer promotion. Dealers can distribute to their 
customers and prospects such printed material as special 
booklets, tabloid newspapers, pamphlets and novelties. 

Q In-store displays. Dealers should also be supplied 
with window streamers, placards, counter cards, standing 
displays ai/d other point-of-sale material. 
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Q Piicka^r slulTrrs. l)tMl<M> can disnihiUt' Micli n*- 
iniml<Ts >Hi(Trr>, iii^t'rt^, >tic'kc'rs, l>l*»H*'i> and liantllalU 
wliifh (K'scrilM' tilt' ^liow, 

Q Vrvv ^;iin|)lrM. SaiiipU'^ <»f {\w pUHliut can 1m' cin ii- 
hit 0(1 with ail eiu'h»>nrr \\ Iiicli tlf*^(M*ilM's tlic pro*: rain. 

Q Pmniiiui. On ihv show, the a(l\tMti>or t iiii ulTcr ^mmk* 
iio\rU\ or anicio of \alut'. lliis tan i>sii('tl free 

or for a s('lf-li(|uitlatinjr prict' w ith or \\ itiiont a laln'l or 
lit* oilier pan of ihc packajir. 

Q (]onlr>l, Kiilr\ iiU<» a coiUesl on llu' sp*)ns<»rV pro- 
«:raiu can oitlior 1m* iiiinus >trinj:s tif aii\ kind or witli ihv 
stipulation of proof of pnidiasr. 

Q Fan hMtrrj*. *l"lu* sponsor should ackiuiw K'd«;c pr<»uipll\ 
all lisloner and \ie\\(*r mail, \ns\vers ran iiuludr proiiio- 
ti(»nal lilt*rature and tn en the name and addre^^ of the 
nearest dealer. 

Q Free liekels. \Uv advertiser ran ofTer free >tudin 
tickets to the pri»*irain. a\ Inch the auditMice ^et?- f r*»in the 
station, sponsor or through dealers. 

Q Slaliouery. Special radio and or tele\i-i*»n Ietterheacl> 
can he listed, along with hilU and envelope^. 

Q Postage iiieler. Tlie program can als*» be mentioned 
on the postage meter plate w liirh nio^t col^paIIie^ ha\ e 
these days. 

To reach em ploy ees 

n Draniatie pre?<entalion of the program at >ale^ meet- 
ings and conventions. 

Q Arlicle;* ahout the show in internal house organs and 
emphasis on the program's talent and anv actual sale.- 
known to ha\e been made h\ the ad\erlising. 

Q Periodic bulletins to the sale- slafT and other em- 
ploy tM\- about the program and its re>ult>. 

Q niillrtin ht)artl annomu ement* in the factor\ and of- 
fice- of the advertiser. 

n .Minieog;raphed eopies of coiumercial conlinuit\ or 
ihe other announcements used on the show. 

Q Eueloeiires describing the program in salar\ einelopc*- 
and in dividend or annual report mailing- to stockholder-. 

n Prizes to empKnee- for program impro\enienl sug- 
gestions. 

n special tune-in parties given b\ employees. 

Q Prot)f^ of trade ])aper and other advertising which is 
coordinated with the program sent to salesmen and others 
ill the company. 

□ (a)piej; of listener mail forwarded to -ale-men in 
the field. 

n Slide film shouin<;s ami regular film presentations 
on the broadcast advertising campaign before the sales stafT 



I in t'oiijuiM'tioM with a *^prrial piintt d pieer <dM»iJt the pi< • 
gram fnr euiplo\ ecs ► . 

I I ltl'oatlea^t tickets made a\aihddr tt* rmplnM-r-. 

^^^^^gg To reach dealers ^|^^^^^^^ 

I I |{rt>atleii*^t *nie or more *»f the program- from a -al<-H 
ineetiiig t)r ron\ t'Utioii. 

n Sale.^nienV pt>rtfolio> wliirh inelnde full tb'tail- of 
the campaigii ft»r dealer- \ i-itrd b\ < ompan\ -al*--men *»r 
jobber -ale-men. 

I I Port;ilde {\ or radit* -et- for tin* -alr-iin-ii the\ ran 
tune to the show while \i-iliiig tleal»*r- if it - a daUinn: 
\ ehide. 

I I (>atalt>gne insert gi\iiig program <lriail-. 

n Preliminary annonneenuMits l*» dealer- in the form 
t»f jumbo radiogram blanks or telegraph blank-. 

n Ad>anee prt>ofs of magazine, new-paper antl tratle 
ad.- for mailing to dealer-. 

Q .Mereliantlisinjr material in dealer mailing-, with th'- 
-criplions of h(»w the\ can t ie in with the pi on ram and 
ofTer> of additional material. 

I I W rekl} prt)g;rani schednlo mailings with detaib^d in- 
formation to dealers. 

I I Prizes ft)r dealer- and clerks w ho>e cu-t»nner- w in 
prizes in am kind of conte-t. 

I I Kadit> iUHl/t)r tele> i.*^it>n >\ intlow tlispla\ conipeti- 
tioiis for dealers. 

I I Triulr paper ad>ertising with new- *»f th»' proiirani 
which reache- the dealership. 

n Keprinls (»f articles about the -how which are printed 
in lh(* ad\(MtiserV hou-e organ. 

I I Tiihloid nt*>\ r-piiper w hich empba-ize- th** program, 
li-tener mail and the -ale- experient e n{ t»ther tiealer-. 

I I Letterheatis bitting the radio and or t\ etTorl in eor- 
re>pondenre with dealer-. 

Q Hroatlcast imprints on *ilher -laliou<T\ antl mailinu- 
in dealer corre-pondence. 

n Fn>elt)pr >lnlTers, blotter- and ihf like m ontijoing 
dealer mail. 

n Special stickers plugging the -h*»w on einelopi'^. Iciier- 
head- and billhead- sent to dealer-. 

n Tie-in plate on the po-tage nuHer cancellini' ina( liine. 

I I .Names and athlresse.*- from li-lener mail -ent to deal- 
ers in iho-e area- 

n Tickets to <ludio broadca-t- furni-hed to dealers for 
their own and their customer-" u-e. 

n I)escripti>e hroatlsitles and bulletin-, i The-e can be 
condnnation broad-ide and window po-ler. ► 
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Bill Dekker, McCarwErickson media v,p. 



Are trade paper ads good or bad? Do they sell or Dom.id Cady. advertising v.p.. yestie 

stultify? Targets of these ads — top plans people — give 
reactions while judging ads in SPONSOR competition 

CANDID CAMERA QUOTES 
ON TRADE PAPER ADS 



Lnast week, five top-rung advertising 
professionals called the shots on the 
quality of trade paper ad\ertising. 
They ca^t their hallots in sponsor's 
first annual tv and radio trade paper 
awcird> competition — and they threw 
in some j)ersonal comments as w ell. 

The (juintet pictured in candid snap- 
shots above were equally candid in 
their impression? of the over-all calibre 
and quality of trade paper advertising. 
That's wh) they're not quoted directly. 

The group represents decision-mak- 
ing people to whom most trade paper 
ad\ertising is directed. The judges in- 
cluded Oonald Cad\. vice president in 
charge of general athertising. Tlie 



\estle Co.: W^illiam Dekker, vice presi- 
dent in charge of media, McCann- 
Erickson; Ra\ Jones, super\isor of 
spot availabilities. Young & Rubicam: 
Frank B. Kemp, vice president and 
media director. Ct)mpton, and Arthur 
Porter. \ ice president and media 
director. J. Walter Thompson. 

(Choices as to the winners in 14 dif- 
ferent trade paper ad\ ertising categor- 
ies were being tabulated at presstime. 
SPONSOR will publish a special awards 
section in its 5 October issue which 
w ill include reproductions of ads which 
won first prizes in each category.) 

Here are some of the things the 
judges had to sa\ about the entries: 



Copy : Alan} of the judges were 
familiar w ith campaigns and copy 
themes because of their close reading 
t)f \arious trade magazines. Despite 
any prior knowledge of campaigns, 
the) perused both cop) and art. 

One said. "Didn't we just look at 
another station entr\ which claims it's 
No. 1 in the market? How can the} 
both be?" 

Another: ''There's too much cop\ 
here, and it doesn't realh* sa} any- 
thing anywa\ because it hits too man\ 
copy points. 1 f there's an objecti\'e 
or a selling theme, / can't find it'' 

And "Why don't the) tell us about 
their market instead of about rating X 
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Ray Jones, broadcast supervisor, ) 




Frank R. Kfrnp, rirr prcsulcnt and media director r f * npton \d\erti\inp acrnty 



or using call lelltTs in l\|>e an inch 
and a half high? After all. there are 
'-l.OOO >et> of call letters in the connlr\ 
and the a\ erage agency guy or ad\er- 
tiser gels tired of bncke\e t\pe. Tluil's 
no \vn\ to make )ourself stand out.'' 

One judge suggested including a 
^lnalI coupon at the corner of an ad 
and otlering a set of market data to 
anyone retjuesting it. 

Art >^ork: The judge> were quick 
to spot the ads which had heen as- 
>end>led and produced b\ a local ad- 
\ertising agenc\ and those which were 
\er\ often less profe>sionall\ produced 
within the station itself. 

Said one: "For the little hit of co>t 
the\ sa\e. it seems to me the\ 'd he far 
better ofT to put out that extra money 
and get a reall\ top-notch art and cop\ 
job. The art work in nian\ of these 
ads looks like a 17-year-old did it!" 

\nd another commented: "This ad 
has a very strong selling theme but 
the\'ve used a st(Kk photograph which 
cheapens the whole approach and 
lessens the impact. And so much 
cheesecake! 1 like some cheesecake, 
but it has to be izood and these women 



couldn't win a> Mi>> Potato Sack of 
the year!" 

One said 'Mt s only the be<t ad-- 
whitdi have what 1 like to see — a mark 
of identification. It can Ix* a logo oi 
-ome kind of a trademark, a st\le or a 
format. These people need to read 
more eon>umer advertising to see what 
realK good ad> are! ' 

Proentiition : The 123 (Mitries in 
SPONSOR'S awards contest wcMghed up 
to 35 pound"^ each. Some were ?ub- 
mitted in lOc paper folders. other> in 
claborateh bound \olnnie> with expen- 
>i\e hand-done art work. 

One judge >aid not of the school 

which judges a book b\ it-- cover. Hut 
>ome of tlioe luive -^ncli a \ou^\ co\er 
that I ni prejudiced again-t the book 
and others ha\ e >uch a -uperb iind 
elaborate cover that it far out'-hine> 
the contents!" 

And. "This presentation i> better 
than the ads! If the\"d n-ed the -ame 
ingenuit\ in the ads that the\ put into 
the folder . . 

Iinagination : Ml of the judges. 
becau>e of the bu-iness the\ re in. 
were keenb aware of ingennit\ 
whether it was in campaign objecti\e. 



art work. cop\ or la\uut de-^ign. 

"1 like tli(* offbeat t\[»e of ad whirh 
is >till inlxMt in term> of making a 
point and then selling it." 

Said another: "It take> a lot of 
imagination to -.ettle on a thrme and 
then carr\ it through »'fTe( ti\ el\ in a 
continuing >crie- of ad--. Too man\ 
thoe ha\ m> con-^i^hMic) . 

"How niiK h imagination doe^ it 
take to >a\ \Hu'\e got the mo-.t xx-ku 
new show in the world? \nd then 
not to reall\ tell what kind nf i\ -how 
it i-- or win it - --o great? ^ on d >ure 
ne\er know a lot of thc-e penplc are 
in ad\erti>ing berau^e the\ don't know 
the fn>t thing about celling themselve-I 
1 wonder, looking at -onie of tlie-e ad--, 
if the\ know how to <ell fur uk*. 

The :u1m Many of their criti- 

cal conunent'i. of conr>e. were fa\or- 
able. W hat do thc\ think goes into an 
ideal ad? Mo>t important, they agreed, 
wa- a definitive -statement of purpo>e 
— a clear-cut objective which the ad 
then sets out to achie\e in a combina- 
tion of art and cop\. I be) re-pon(led 
to originality, a feeling or t jne of 
a total advert i?ement. per-ua>i\ ene---. 
continuit\. ^ 
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THE SOFTY SELL 

West Ccast show now seeking syndication on live basis 
is aimed at pet lovers. It's nnique use of pathos 
pre-selects market for pet food, other animal items 



^5event) -five million people \earii 
longingly for the patter of little feet — 
little pets' feet, that is. Some of these 
people manage to resist the temptation 
to have a Great Dane or a chimpanzee 
around the house. But others — mil- 
lions of others — willingly clutter up 
their abodes with bird cages, kitty lit- 
ter, rubber bones and bananas. 

It's this latter group, the one which 
is ripe for such pet necessities as food 
and flea killers and for such frivolities 
as })arakeet bells and sequined dog 
sweaters, which makes up the heart- 
land of any tv or radio audience for 
the National Pet Exchange. NPE is a 
22-year-old program package of Frank 



Parke W^right. a mend)er of the Ameri- 
can Humane Society. 

His show, Pet Exchange, has long 
been a commercial and audience suc- 
cess in Los Angeles and San Francisco 
for Calo Dog Food. On the strength 
of this viewer-sponsor interest. Wright 
is in the process of syndicating the 
show nationally. Unlike most such 
programs, he'll syndicate it locally, 
market-by-market, as a live show\ 
He'll move into an area, establish a 
liaison Avith the Society for the Pre- 
vention of Cruelty to Animals, instruct 
local people in the format. 

His format: introduce waifs of pet- 
dom. provided by the local SPCA, and 



ask for foster parents among the audi- 
ences. His score to date: one million 
assorted pets placed in homes. 

He scored these successes in Los 
Angeles in working with the SPCA: 
in one year, he was credited with intro- 
ducing 25,000 pet-seekers to the local 
chapter: in one week, when the SPCA 
asked for money to buy a pet ambu- 
lance, he received $4,750 in nickels, 
dimes and quarters from tv viewers. 

The show limits its entertainment to 
the pets themselves, and its commen- 
tary to a description of the pets and 
a summary of purposes by an SPCA 
spokesman. 

Many an experiment with people as 
adjuncts to the pets have proven the 
pets make a much bigger impact. In 
star-struck Hollywood, Wright used 
pretty girl singers to serenade the 
pets and then, later, a series of pro- 
vocative Hollywood starlets. But, he 
says, "We found our viewers objected 
to the movie stars. What they tune in 
to see are pets!" 

Pet Exchange is being sold to sta- 
tions as well as to sponsors for all ma- 
jor markets in Canada, Mexico and the 
U. S. except Los Angeles and Holly- 
wood, where Calo will continue to keep 
its franchise. Wright himself is happy 
about the fact that ''many thousands 
of carloads of canned dog and cat food 
have been sold.'' ^ 



Dogs output I starlets ii^ viewer interest any day says Frank Wright, second from left, whose program sells dog and cat food on the coast 




LYONS TV EFFORT 

{Continued from pai^e 37) 

(who's now In cliar'^t' of ('\|)loitalion 
for Disneylund) . This lion slill ap- 
pears on iho kit and other inailintj: 
pitves. 

The current lion was ereated hy Mih 
SehalTer of Kra Prothielioiis, who pro- 
(hieed the s|)ots. Mih also ereates and 
develops the ideas. In the latest, the 
lion does the pitch. The sh>jian ''Lei 
L\on guard vour goods" is included, 
as it has heen for years in all pronio- 
lionnl and adv(*rtisiiip material. 

As in the past, this filmed spot is 
now a\ ailal)le free lo agents iiatioualU . 
adapted to IS seconds so that the agent 
can add his own slide. Agents also 
do iheir own tiinel)U\ing. 

Cost of the spot lS2,500l coincs 
from the regional hudgel of o\er 
$200,000 ; the cost of open-ending 
(S2S0), from the national hudget. 

The national hudget, a closel\- 
guarded secret, is arri\ ed at hy a con- 
Irihution from each of 500 agents of 
one per cent of his total volume, 
matched in each case hy an equal one 
per cent from the company. 

This is a fixed budsret. never altered 
from the lime it is submitted to an 
advertising committee of agents for 
approval each February. 

Snialley regards Queen for a Day on 
ladio as one of their best national 
buys. They participated in Queen on 
more than 500 Mutual stations from 
earl\ in February. 1957 until it went 
off the air in June (cost was S14.000). 
They had long been moving the 
"Queen/' if that was her desire, for 
the value of the plug, so the show was 
a natural choice when they decided to 
try a national radio show. 

The show was tied in with Saturday 
Evenins: Post ads in March. April. May 
and June: one eighth page ad each 
month with themes such as: "Youll 
be Queen on moving day!" 

Newspaper mats supplied agents also 
carried out the Queen theme, often 
with space at the bottom for a "tune 
in" plug. 

Thus, national advertising com- 
prised three media this year — radio, 
national magazines, advertising mate- 
rials for agents. Smalley anticipates 
that with the demise of Queen on 
radio, next year's budget will include 



onl\ two media beean^e he doesn't 
feel that the present ^tale of network 
radio will |)ro(Inee a show of Queen 
for a /A/v's calihie. 

I he >ho\\V departure from radio in 
June didn't npM'l L\ on'.s a|)|)lerart, in 
that their big ad |)U^h et>ines between 
March and June, at which point the\ 
pull their magazine and radio jjromo- 
lion nalionalK, letting the agents earr\ 
the ball loealK with the materials 
Sinallc) sn|)|)lies. The feeling is that 
the effect of national advertising will 



ha\c sullicienl im|jelus t** earn <i\er, 
if backed njj b\ local c\|)loilalion, 
until October, the end of tin* |)eak 
iiu>\ ing ^»ea^on I Man h-.^e|ilember ) . 

1'he discs •-enl to agcnl^ im- sec- 
ond ^|)ots with ci»p\ >uggevliug \arious 
I5->econd elo^e^. 

\\ ilh a few c\ce[jlion^, the 500 Iahu 
agents are all located \\'e>l i»f the Mi^- 
sissi|)|ji. To make a coa^l-lo-coast op- 
eration |)ossibIe w ilhonl change (jf 
e(|ni|)incnl, an "inter-lining ' arrange- 
ment was worketl out three \ears ago 



WHLI 

"THE VOICE OF LONG ISLAND' 



DELIVERS 

A Major Independent Market 
NASSAU COUNTY 



POPULATION- 


„. ... 1,180,000 


10th 


among 


U.S. Counties | 


1 BUYING INCOME 








Total 


$2,928,340,000 


8th 


among 


U.S. Counties [ 


Per Family 


$ 8,503 


5th 


// 


// // 1 


RETAIL SALES 


$1,534,786,000 


11th 


// 


// // 1 


Food Store 


$ 403,423,000 


9th 


// 


// // 1 


Auto Store 


$ 252,922,000 


11th 


// 


// /' 1 


Lumber, BIdg., 










" Hdware 


$ 113,879,000 


5th 


// 


/' f f 1 


1 Apparel 


$ 113,070,000 


13th 


// 


// // 1 


1 Gas Stations 


$ 86,967,000 


10th 


// 


// // i 


1 Furn. House etc. 


$ 81,857,000 


14th 


// 


// // 1 








Management, May irt.'>7) i 



One station WHLI ^^^s a larger daytime audience in the MAJOR 

LONG ISLAND MARKET than any other station! p lseSu^^ey) 

★ SOON WHLI WILL IISICREASE ITS POWER TO 10,000 WATTS 



Big Bonus Coverage 

(Nassau, parts of Queens. Suffolk & Brookiynl 

Population 3,063,1 35 

Net Income $6,730,794,000 

Retail Soles ^ . $3,365,152,000 



WHLII 


AM 1100 
FM 98-3 


HEMPSTEAD 
LONG ISLAND. N. Y. 





Paul Codofsky. Pres. & Cen. Mgr. 
)oseph A. Lcnn. Exec. VP Sales 



Represented by Cill-Perna 
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w ith W'lieatoii \"aii Lines, I nr.. operat- 
ing Fast of the Mississippi, with head- 
(juarlers in Indianapolis. 

T h e L\on-\\'healon combination 
ranks among the [up 10 nati<)nally. 

A h)ng-distanco mov(M* onl\ , w ith 
no local warehousing or in<)ving ?er\- 
iccs. W'healon's advertising diflers 
radieall\ from L\on's. It is. of course, 
all national, priniariK concentrated in 
national consumer and trade maga- 



zines. But their approach is the same. 

This )ear. Good Housekeeping was 
Wheaton's main nati<)nal medium, 
wdiere the schedule was about coni- 
j) a r a b 1 e to Lyon's in the Fost. 
\\Micat<)n stresses direct mail and mail- 
ing pieces, but has been considering 
fdmed tv commercials for distributing 
to agents, as L\on does. 

Nati<)nal tele\ ision, as Smalley ex- 
plains, is impractical for a commercial 



EVEHIHGS from 7 P. 
WHEC, Rochester, N. Y. 

Gets the BIGGEST 
Share of Audience — 



25% 



* 



STATION B 

21%* 


STATION C 

20%* 


STATION D 

18%* 


STATION E 1 

15%* J 






^Latest Rochester Metropolitan Area PULSE, Report Morch 1957 
*Our New Class D Nighttime Announcement Rote 

BUY WHERE THEY'RE LISTENING: - 




WHEC 



NEW YORK 
5,000 WATTS 



ff«pr»fMMnr»«: EVEREn>McKINNEY. Inc. Mrw. Y^k, Chicago. LEE F. O'CONNEll CO.. i»i AngelrK Stm frwKiKo 



mover because it does not hit all lo- 
cales where agent? are. 

On the other hand. 85^? of the re- 
gional budget goes io television, 
handled by Jackie Britton Johns, tv 
director of Smalley. Levitt & Smith. 

With packager Jack Douglas. Jackie 
Johns pr<)duced Lyon's first tv venture, 
an ambitious attempt in May of 1951 
to create the company's own show^ in 
Los Angeles. It was seen on KNHH 
(now KRCA ) at 2:30 p.m., between 
Monty Margetts* cooking show and 
Bill Stulla's Parlor Party, 

Titled jMeet Your Xeighbor, it intro- 
duced a housewife moving into a new- 
neighborhood to her new minister, 
grocer, children's schoolteacher. The 
research was prodigious, the expense 
too great, but they stuck it out for 26 
weeks ... or, ''until collapse." as Mrs. 
Johns puts it. 

Experimentation didn't end there. 
They have tried horseracing. special 
e\ ents, sports events. They purchased 
a seven-minute segment of KXXT's 
late evening Big Xews in January 
1953 on Monday, adding Wednesday 
and Friday in April, until they can- 
celled a vear later. 

It was that month that they pur- 
chased their first announcement on 
Panorama Pacific on the CBS Pacific 
t\ network three times a week. This 
schedule was maintained for two years. 
In April they dropped the Mon- 
day and Thursday spots, retaining 
Tuesday only and with demonstrations 
alternating between Red Rowe and tv 
announcer Tom Skinner. 

"This show is so eflfective for us,'' 
Jackie declares, "that we keep it year 
'round as the backbone of our regional 
tv. Of course we have to keep our 
nighttime spots or we'd lose the good 
adjacencies. ' 

The 20-second spot at 7 p.m. on 
KNXT was purchased in January 1954, 
and the current contract will not be 
up until 8 April 1958. 

On 13 January 1957, Lyon assumed 
full alternate sponsorship of Clete 
Roberts' Special Report on KXXT, an- 
other experiment aimed at a special 
audience. As Smalley said: 

"Roberts' eyewitness reports of his 
\ isits to world trouble spots produced 
excellent results among a rather spe- 
cialized following of opinion leaders 
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aiul lnisiiie^^Ninfii il mi^lu nol lia\<* 
l»<'rii pnss lt» recU'li nii any nllirr 
Kxiil A\o\\, It \rd In t»|M'niii«r U|) 
of Imsiiu^ss with lar<zr c<>ni|);uii<'S who 
liaii>f<*r prrsuiiiirl ami mast slilj) llirii 
fnniishiiifrs. as \\<»n." 

'I'lirM* iininrtllnl<% diircl i<*snh< art* 
tlir prndiut of calculalioii. Tlioii^li 
tlu'ir Ix'sl jinirral siu'<'os ha^ lu't'ii 
willi (laUimo Iv, it is «Mn|)lia*^l/tMl thai 
[\\c\ arc iiol IkhI lo aii) one formal 
or liiiio. 

This hul, for t^xaiiiple. lo a lii-wt't'k 
parlicipalion last \ear in ihe firsl t)f 
ihf MCM iiio\ ies on K n X*^ in Lo> 
Angrles. Thc\ feU tho initial aiulienct* 
for these firsl-riuis \\t)ul(l warrant a 
(leparlnre from the (la\lime pallern. 

In an evrnin{z spot such as thai, li\ c 
comnierrials are altered from the 
rhatt\ ton<* t)f the earl\ •nu)rninji show. 
''W'e keep the audience eonslaull\ in 
mind/' Mrs. Johns points out, "and 
when we feel tlie\ need a rest. Ked just 
inserts a reminder, instead of doing a 
full-scale pitch or demonstration." 

''Local prohlems are also carefulh 
considered," she told SPONSOR. "Gen- 



<'rall\, radit* i*^ iml u^«-d, unlt•*^^ a lnr;il 
mana':<'r re<|Ul»*^ts ll. We arr «|uile 
Ih'xihie and *;ear eampai«:n*- to loial 
nee<ls and deuiaii<l>. Mut when an 
S.O.S. mine*- frum a hraiu li uihi <* that 
a loeal nio\<M' i> turnin*! «»n the h<Mt, 
our first tht>u^ht i> radio spnl^ uii a*- 
much *-atn ration is a \ a ilahh*. >up- 
plein<»nt<*d h\ da \ time l\ pa r tic i pa- 
tit)n*-, and *-upport<'d h\ *-pecial new*-- 
paptM' a(N. 

Thn>, while* the national hutl;;i'l l> 
ri\t*(l, th<» regional l»udti<'t llurluate>. 
In achlition to the 85'/ fi»r t\. fi\r 
perc<Mit got*s to new spapt^rs. fi\ c per- 
cent to promotional inaterial>. fi\e p<'r- 
ceul to teh»pht»ne d 1 recto rie>. Ka<lio 
mon<»\ th<Mi <'omes from tv. 

Smalle\ points f)Ut that an\ hu>iiie» 
nslnp \ ellow pafjes 'Vhould r lht» 
same care and >tud\ to dexelopinf: 
th(*se ads as lo an\ other, for \ our 
point of purchase i> rijiht there."' 

l)ccr\ injr the risinjr ct)sts of night- 
time t\. Smalle\ fears that his re- 
gional tv will ha\e to he curtailed next 
\ear. He anticipates putting up to 20' ( 
of his Inidgel into new>pap<T ad- 



an in< rca-<- of t ahovr ihi^ \rai 

**\\ c ha\r a *-tor\ to Irll ahout new 
melhuiU. ' he d<M laic^. **wln<li wr laii 
t»nl\ hint at in a 20-^1 nml spnl, oiil\ 
partialK tell in a deitmn-t i at ton. 

**ln an\ \ ice hn-in<»--.' I*a\ ne 
atlmnnl>h<-v^ *'thf mo*-l Important thin*; 

the elTerti\<* *-al<* (»f a prt>du< t 
lhrt*ii;;h ad\ ei ti*-in^. Here i^ whcie 
\oii rri^ate tin* impre*-*-ioii <*f depi*iid- 
al ilit\ and tru*-t which i*- ah-olutcK 
urce*- *-ai \ . 

L\un \ an l/nie^. Inc., <'\o|\e<l in a 
p<-rit*<l of liT) to \() \ear> from the fui- 
nitun- l»u-lntw^ of \\ . |*ark<-r L\on. 
one t»f llu' nit»-.l colorful character- of 
lh<» >MUthwc>l. who al-o ft»nud<*tl th<* 
famed Vain K\pre>- Mii-enm. 

His -on, W . Marker L\on. Jr.. i- 
uow a \ lc<' pre-ident in the compan\. 

The < f»mpan\ V ad l»u<lgel ha^ in- 
cr<\i*-ed in direct prt»porti(»n to its \u|- 
ume. Ja< k Small<'\ foiulh r<Mn<'mh<-r- 
19.'i9, wh<'n that hud^<*t wa- a tuvrr 
S2().(HH)- le-- than a tenth of th<* pr<— 
<-nt figun* and he couhl purchase fixe 
lop lo< al ratlio p<Tsonalitie*- a^ ro-- the 
l.oard during the da\. all for SI oO. 




WIS -TV- 10 

COLUMBIA, SOUTH CAROLINA 



G. RidMrJ SiMfhv PnsMMt BER 
Ckoilts A. Utsam. Mcaagiiifl Diractw 

represented by 

PEnHS, GRIFFIKT WOODWARD, INC 



HABIT... 



A practice first chosen, 

than followed so regularly it bocomos second natura. 

GREN SEIBELS » ont! Ht's WIS-TTs News Dircctar- 




so cansbtenriy outstanding he's habit with hosts of 
viewers with whom WIS-TV is synonymous with flows. 



Gren knows South Carolinians wont wide coverage 
of local events and furnishes big helpings. 
Result- tall ARB news roHngs-in the 2ff%. 

WIS-TV b 0 good habit ta form. 
Viewers know it- and so da advertisers. 
Soles soar when it^s advertised on WIS-TV, 
and your PGW Colonel has evidence aplenty. 
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^ Retail sales in the 

I La Crosse television 

I market have 

I increased nearly 

^ 11 per cent in the 

/ past year — 

f . almost tHple 

the rate of the 
country as a whole/' 

"^Sales Management 
Suri'>ey of 
Bayer Power, 
May '56, 
May '57. 

WKBT 

Se rving 
130,000 
TV Homes 

CBS -NBC -ABC 

Represented 
by: 

H-R TELEVISION, INC. 
HARRY HYETT, Minneapolis 



CHANNEL 



8 



LA CROSSE. WIS, 



Mr. Sponsor 



Louis T. Hagopian: Detroit's young man 

TThese days you don't just pick a tv show, you pick a whole net- 
work lineup,"' says Lou Hagopian, 32-year-old advertising director 
of Plymouth. 

This year, Plymouth is sponsoring the Laurence Welk Show, ABC 
TV, Mondays, Date icith the Angels, ABC TV, Fridays and Climax, 
CBS TVj (entire program every fourth Friday) starting in June. 

''You can t make a network buy these days on the basis of the 
program you re picking alone,"' he told SPONSOR. ''You weigh the 
strength and weaknesses of an entire evening lineup, to see what 
kind of audience is likely to be brought to your show or tune in be- 
cause of the appeal of those following. We're sold on ABC's fall 
lineups. Friday, for instance, we're preceded by Jim Boivie, Patrice 
Munsel and Sinatra and followed by Colt 45.^' 

Hagopian, who started at Chrysler Corp, in Dodge sales promotion 
under another '"young man from Detroit," Jack Minor, now v,p. in 
charge of sales at Plymouth, currently heads up a staff of 40 people 
in Detroit, works with two ao^encies. N. W. A\er handles Plvmouth 





IV orking as team icith t\p. Jack Minor. Hagopian plans ad strategy 



print, outdoor and radio advertising, which comprise TOT of the 
multi-million budget and Grant Advertising handles Plymouth net- 
work television effort. 

"Some 50*"?^ of our over-all budget is still in newspapers,'' Hago- 
pian told SPONSOR. *'This year, we won't be using spot tv, but 30% 
of the budget is in network, 5*^ in spot radio, lOT in magazines and 
5*^ in outdoor. Tv is the one medium that requires the most work 
and follow-through. For instance. Leonard Goldenson told me that 
y\BC will be promoting the Friday night lineup like mad, because 
the programing is so strong on a traditionally weak night. This 
promotion gives us a jumping off place for Date ivith the Angels.^' 



SO 
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llii'iopian, a Uill, clark-haivrd uiaii with a li(\iv\, athletic huild, 
acluallv looks oldc^r lliaii .'^2. *'l iistnl It) likt* wlitMi I slarlt*(l 

oiil," \w sa\s. *M f aii)oiit' liad known in\ i\*ir soint* fi\t* \t*ars a*ro, 
llit*\ could just lia\(* Iniislu'd a<lde wlial 1 said willi *\\\dl, wlial do 
\oii t*\[)tul from a kid/ Hut now Tin no lonj:t*r anxious to look 
older/' 

' I'arl reason for 1 la^jopiai/s iicwK found vaiiil\ i^ lii^ \oun^' wif(» 
I ( tlu*\ wert* married one and a half \t*ar> aj;o I , daiitjhltT of Alitdii- 
"ai/s ex-Covernor Ktdl\ . 

**\\'eVe jiisl ahoiil Ixpieal of the *:rc)Up toward whom the hidk of 
our acherlisinp is aimed. I'rom the 19.13 model onward, with {\w 
inodeni restUiii*: t>f onr cars, we've* realized lhal \\r could and 
I should appeal to the 20-10-39 aj:c group. Two of onr network tv 
shows are aimed direclK at thi- joun^rer crowd, while the other oiu* 
ttMids tt> give US mass cireulal ion in a market we had dominated 
previously. Advertising has lifted the car out of the wrong hrand 
image which appealed to the 10-\ears and over consumers prcvi- 
oiisK 

Tliree net Iv slio>\s lliis year 
Since 195."). l'l\ mouth has continuously increased its network tv 
elTort, U' t*s live commercials to get across its ad\ crtising themes 
ie.g. '*This spring ever\ one has IMymouth fever"!. Live commer- 
cials. l'l\ mouth feels, are more persuasive and give the client a 
chance to make last-niinute adjustments and changes in the copv 
rather than heing tied into a theme some six months hefore it goes 
on (he air. 

'*Kive commercials are cheaper, of course, but we want to match 
the cjuality of film/' sa\s Hagopian. '^Therefore, in the case of Date. 
which is film, we kine the conmiercials about 10 days ahead. This 
still gives us a chance to make last-minute changes if essential." 

Plymouth commercials are directed at the family audience. "Men 

I still have the decisive voice, hut women pick color, upholstery. st\ le. 
Also women are very important with the second-car market, and 
often decide about power and steering too in those instances. ' 
Plymouth, which accounts for 55T of the cars sold by Chrysler 
I Dodge, 23^ f), actually competes with other levels of cars within 
the corporation, but like the other cars, it also benefits from Chrys- 
ler Corp. ad\ertising efTorts (e.g. Chrysler's Forward Look campaign 
on Climax through McCann-l]rickson I . 

"Top management at the sales level holds meetings everv 10 da\s 
to discuss polic), ' sa\s Hagopian. "The directors of advertising 
also meet periodically to find out about the corporate effort, but I 
have no \ oice in the corporate advertising plans/ 

Hagopian has some strong views on the responsibilities of the 
Pl\ mouth advertising agencies. 

I 'The agenc\ is a function of management."' he says. "It should 
be fully informed b\ the client, but in turn, it should do a complete 
job of servicing the account with marketing research, motivational 
and consumer studies. After all. you can't plan advertising strategy 
in a vacuum. The agency must know about styling, pricing, com- 
petitive dealer situations and so forth. The question is realh 
whether this information is to flow strictlv in one direction from 
client to agency, or whether both must ctnitribute to it. In the last 
couple of \ears. agencies have been required to do an increasingly 
comprehensive job of marketing counsel and research." ^ 
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I WOHBEBFOL 
1 BUY!! 

GETS YOU ALL OF 




KEL-OLAND 

It takes five airlines and as many 
railroads to criss-<ross huge, hus- 
tling KEL-O-LAND. It takes more 
than a million people to ring up 
its $1,220,150,000 annual retail 
sates. Yet Joe Floyd and his 101- 
man crew deliver all of KEL-O- 
LAND to you for your one wonder- 
ful single-market buy. 

PUT ALL KEL-O-LAND 
IN YOUR TV PICTURE! 



KDLO 

CHANNEL 




Aberdeen Huron — Walcrtown 



KELO "I n| 

Sioux Falls CHANNEL .J^^ .^B^ 



KPLO 

CHANNEL 




Pi^rro — Winner C^amberlatn 



. . . and KEL-O-LAND's 
new, big radio voice is 

KELO-AM 

KELO Radio's 1,032- Ft. Tower 
13,600-Watt Power, Eqv. 



General Offices Sioux Falls, S. D. 

JOE FLOYD, President 

Evans Nord. Cen Mgr Larry Bcntson. V P 
Represented by H-R 
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TELEPULSE 



RATINGS: TOP SP01|| 



.24 



Rank 
now 



Past 
rank 



1 1 1 

2 4 

3 : 4 



4 ' 6 
2 



6 9 



8 10 



10 



10 



Top 1 0 shows in 1 0 or more markets 
Period 8-16 July 1957 

TITLE. 5YNDICAT0R, SHOW TYPE 



Highway Patrol (M) 



Sheriff of Cochise (W) 



Men of Annapolis (A) 



Silent Service (A) 



NBC FILM 



State Trooper (A) 



San Francisco Beat (D) 



CBS FILM 



Dr. Hudson's Secret journal (D) 



Dr. Christian (D) 

21 V 



Whirlybirds (A) 



Frontier (W) 

NBC 



O. Henry Playhouse (D) 



GROSS KRASNE 



Average 
ratings 



19.3 



17.1 



16.5 



16.4 



16.3 



16.2 



15.4 



14.9 



14.7 



14.6 



14.6 



7-STATiON 
MARKETS 


5-STA. 
MARKETS 


4.STATI0N MARKETS 


N.Y. L.A. 


S. Fran. 


Seattle- 
Boston Chleago Detroit Miiw, Mnpis. Phlla. Tacoma Wash. 


10.1 12.0 

wrca-tv kttv 
7 :00i)in OiOfJpni 


15.7 

kron-tv 
G :30pm 


1 1.5 13.5 23.7 14.2 12.9 12.7 22.1 14.9 

wbz-tv wgn-tv wjbk-tv wtmj-tv kstp-tv wcau-tv komo-tv wtop-tv 
10:30pm S :00pm 9:30pm 9:30pm 10:30pm 7:00pm 7:00pm 7:00pm 


4.7 10.7 

wal)(l kttv 
7 MiOpin 7 :^iOpm 


12.7 

kron-tv 
:30pm 


16.5 18.9 17.3 7.5 18.9 9.4 22.2 1 1 .2 

wnac-tv wbbm-tv \vwj-tv wtmj-tv wcco-tv wc-au-tT klns-tv \vrc-tT 
G :00pm 7:30pm 10:00pra 10:30pm 9:30pra 7:00pm 7:00pm 10:30pm 


6.2 9.9 

u;ihc-tv kiixt 
10-.30i)in 7;30pm 


16.0 

kpix 
9:30pm 


8.7 18.5 10.2 14.2 10.7 10.7 

wgn-tv wjbk-tv wisn-tv wcco-tv komo-tv wtop-tv 
9 :30pm 10 :00pm 9 :00pm 4 :00pm 9 :00pm 7 :00pm 


6.2 11.9 

nrra-tv kttv 
7:nOi)m 7:30i)in 


15.7 

kron-tv 
7:00pm 


12.5 11.5 21.0 11.2 

wbz-tv wnbq-tv klns-tv wlop-tv 
7:00pm 9:30pm 7:30pm 10:30pm 


7.4 

khj-tv 
8:00pm 


1 1.2 

kpix 
7 :00 pm 


20.2 14.5 13.9 14.2 1 1,0 

wnac-tv wnbq-tv wtmj-tv kstp-tv WTCv-tv 
10 :30pm 9:30pm 9:30pm 9:30pm 10 :30pm 


2.9 13.4 

wpix kttv 
S :30pm 9:30pm 


13.2 

kpix 
10:3npm 


11.2 13.2 11.2 12.7 

wnac-tv wsn-tv wjbk-tv wcau-tv 
11 :15pm 9:30pm 10:30pm 7:00pm 




12.4 

kpix 
10:00pm 


19.2 10.2 11.5 16.5 11.4 

wnac-tv wnbq-tv wxyz-tv wtmj-tv kstp-tv 
10:30pin 10:00pm 10:30pra 8:00pm 7:30pm 


5.1 10.9 

wahc-tv kttv 
10:30pm 7:30pm 


12.9 

kgo-tv 
7 :00pm 


14.2 5.2 18.2 1 1.3 9.6 

wnac-tv wgn-tv wjbk-tv wtmj-tv klns-tv 
4 :00pm 9 :30pm 10 :00pm 10 :00pm 5 :30pm 


5.2 7.8 

wpix khj-tv 
7:30pm 7:30pm 


11.5 

kron-tv 
fj :30pm 


11.2 11.5 13.9 9.9 18.7 

W'sn-tv wwj-tv wtmj-tv wcau-tv king-tv 
9 :00pra 10 :30pm 9 :30pm 7 :00pm S :30pra 


3.9 

wabd 
S :00pm 


9.2 

kgo-tv 
10;00pm 


10.5 17.1 

\nvj-tv ktnt-tv 
10:30pm S :30pm 


6.3 

khj-tv 
8:30pm 


13.5 

kpix 
7 :00pm 


3.9 11.2 20.2 10.1 

cklw-tv kstp-tv wcau-tv ktnt-tv 
10:30pm 9:30pm 10:30pm 10:30pm 



S-STATiON l^^gj 



Atlanta Ball , 



13.0 14..- 



waga-tv 
10:00pm 



wmar 

7:000 



15.9 16.] 

wsb-tv wb»l- 
10:00pm 10:30 



13.2 19. 

wasa-tv wmtr 
10:00pm 10:3(1 



LO :6V k 



wb»l 

10:30j 



15.0 

waga-tv 
10 -.OOpm 



12.5 

wsb-tv 
10:00pm 



16.5 

wsb-tv 
9:30pm 



9. 

wb» 

10:3 



17.3 7 

wsb-tv 
9:30pm 



wmt 

11:0 



Rank Past* 
now ntnk 



Top 10 shows in 4 to 9 markets 



1 3 

2 ' 

J 

3 I 



4 I 5 

I 

5 2 

6 I 

7 9 

8 7 

9 



Esso Golden Playhouse (D) 



OFFICIAL FILM 



Whistler (M) 



I Search For Adventure (A) 



GEO. BAGNALL 



Frontier Doctor (W) 

HOLLYWOOD TV SERVICE 



Crusader (A) 



Falcon (M) 

NBC 



Code 3 (A) 



ABC FI LM 



Kingdom of the Sea (Doc) 



Cisco Kid (W) 



Mr. District Attorney (M) 



17.4 






13.9 18.0 8.5 

wbz-tv wcau-tv wrc-tv 
7:00pm 10:30pm 10:30pm 


16.8 


2.2 

kabc-tv 
G :00pm 




11.2 11.9 5.5 

wwj-tv wxix-tv wttg-tv 
9 :30pm 10 :00pra 7 :30pra 


14.8 


10.0 

kcop 
7:00pm 


18.5 

kpix 
r:30pin 


9.0 6.3 

witi-tv wrcv-tv 
9:30pm 7:00pm 


14.5 


6.9 

kttv 
9 :00pm 




11.4 

wxix-tv 
10:00pm 


13.5 
12.1 


3.1 

wor-tv 
9 :00pm 




10.2 8.2 6.0 

wnac-tv wwj-tv kstp-tv 
11 :15pm 9:30pm 10:30pm 




13.0 

kron-tt 

9 :30pra 


21.5 45 9.5 

wnac-tv cklw-tv wtts-tv 
:00pm 10 :30pra 8 :00pm 


11.8 


8.1 8.2 

wrca-tv kttv 
10:30pm 7:00pm 




5.7 17.5 15.3 10.2 

wbkb-tv wtcn-tv kIng-tv wtop-tv 
9:30pm 9:30pm 10:00pm 7:00pm 


11.5 


8.4 

kcop 
7 ;30pm 


14.4 

kron-tv 
7 :00pin 


13.5 11.1 

wjbk-tv komo-tv 
10 :30pm 9 :30pm 


11.0 






8.2 9.5 8.4 

wgn-tv wx>*z-tv wtop-tv 
G :00pm 9:30pin 6:00pm 


11.0 


10.2 

kttv 
9:00pm 


10.7 

kron-tv 
G :30pm 


9.7 11.5 10.9 

wnac-tv wjbk-tv kstp-tv 
11 :15pm 10:30pm 10:30pm 



i: 

wmi 

7:0 



15.0 

waca-tv 
10 :00 pm 



J 



11.5 

waga-tv 

5:30pm 



1 } 

wb^ 



w« 

11 >o 



Show type symbola: (A) adventure; (C) comtdT; (D) drama; (Doc) documentary: (K) kld»; (M) 
myilary; (Mu) musical; (S) sport; (SF) Science Fiction; (W) Western. Filmi llit«d ar« syn- 
dicated, ^ hr.. ^ br. & hr. length, telecast In four or more markets. The average mlng Is 
a» unweighted average of Individual market ratingi listed at>ov«. Blafnk space indlcatet film 



not broadcast in tills market 3-10 June. While network shows are fairly stable fro 
month to another in the markets In wtiich they are shown, this Is true to much lesser extec rli! 
syndicated shows. 'Riia should be borne in mind when analyziiig rating trends from otm nn^* ^ 
another In this chart. * Refers to last month's chart. If blank, show was not rated at all ^ 



ILM SHOWS 



ft « tr 

i i>i>m 



16.9 

kj<t It 
10 Oftpm 



).3 7.4 10.0 

u tf wtvn IV ksd tv 
nn>ni H).(M>pm 10;30pm 



3 is 11.0 12.5 

* < ir wtvn tv ksti Iv 
« •tim 10 nftpm 9.3f>pm 



m\OH MARKETS 


2. STATION MARKETS 


Hr*. C*Jumbu« St. L. 


BIrm. Dayton New Or. Pravld'ce 


B.9 29.2 18.7 

ir Hltriii tv knk Ir 
Bofin 0 :iO|tni 1(1 OOprr 


29.5 30.5 42.0 21.0 

vvlirr tv v\blo tv vviNti tv wjor |v 
l> ;iOi)ni H.oopm IO:0)>i)m 10 30rHu 


K.5 20.3 1 1.4 

Hjl tv Hitllf Iv k^il tv 
BttitmlO m^un 10 30|tnt 


32.3 23.8 28.5 17.8 

wbrr tv wlw <1 tv wtUn Iv wpro tv 
30pm 9:30pm Hi 30pni 7 OOpni 


fi.2 22.2 13.5 

S tv uhnii tv kitl |v 
■pOpm lOiMii 10:00nni 


22.8 29.3 45.3 

whI»I tv wblo-lT ftdsii Iv 
9 ;iO|tm I».a(>pm 30pni 


1I5 14.7 

fV' Iv kvvk tv 
^llOnm in oonni 


32.0 24.8 

wlilo-lv WiUn tv 
9 aOprn 10 nopm 


J.3^6.9^9.2 

B tv Htvn tv kitil tv 
BOpm d .10i>ni 9:3t»i>m 


34.8 19.8 26.8 14.3 

whrr tv wlilo Iv wilsu Iv wjar Iv 
S-30pm (>:30pni 10 00pm 10:30pm 


1.5 21.2 

H tv Hbru Iv 


25.8 48.3 

waht tv vv<lsu 
^Ol»m V 30pm 


1 17.4 

■ ksillv 
1 9:30pm 


21.3 13.8 

vvabt tv wpra-tv 

S :30pm 7:00pm 


K.2 12.0 17.5 

tv wbns tv kttk IV 
Wv^m fi SOpra 10 -OOprr 


22.8 10.3 43.3 

vvbrr-lv wlw il-lv wdsM Iv 
10:00pm 11 ;l.'pm 9:00pm 



28.8 

ubrc-lv 
s 30pm 



18.0 

whio-lv 
10;30pni 



28.0 

VI dsu - 1 V 
10:00pm 



51.0 

uiku-tv 
r;30pm 



27.3 

vvbrc-lv 
SOOpm 



43.0 

wtlsu-tv 
s :30pm 



10.4 

wlw-c-tv 

: oopra 



.0 

. tr 



|>pn 



.5 18.4 

*• tv wtvn tv 
]»pm 9 30pm 



7.2 

klvl-tv 
10 00pm 



12.3 

wlw r tv 
10 .00pm 



8.2 

wbn:i tv 
6 00pm 



10.2 

k<(l IV 
5:30pm 



^.3 

'tf -tv 



12.5 

kj^d tv 
10:00pm 



41.5 18.3 



vvdsu-lv 
9:0Opm 



wprt>- Iv 
10:30pm 



29.3 

vvbrc-tv 
S.OOpni 



46.8 

vvdsii- Iv 
^ :0<>pm 



41.0 

wdsu-tv 
9:30pni 



24.3 

w|vv-d-tv 
9:00prn 



46.3 

udi^u - Iv 
S :30pm 



13.5 

vvbrc-tv 
10:30pm 



13.5 

wpro-lv 
7 30pm 



20.8 

ffdsu-lv 
5:30pin 



f «r tn otJiM- ihin top 10. Cl«8lflc«tloo u to number of iiillocij In 
^,jtf«»uli«s own. Pulse determines number bj measurlnff which sUtlooi 
jfflM recuvfd bj homes In the metropolitan irei of & riven mirtet 
suUoo Itself mtj t« outside mecropollt&n xrtx of the mirk»L 




E 



KEPR-TV 



KLEW.TV 

Lawlmton 



KBAS-TV 

Ephrota 



sr.irt IiimI :tii4l low :tii(l still no ( '^i^iiidr 

i»|-(lrr lii i r. Jii-I ilini'l frri ur rmiM ll^r uiir nf I lir 
li;iltnir- hirjrr-l |rlr\i-inii iiiarkri-. rli. ."^iiiidliN? 
Wliy in 20 \r;ir^. ilii^ Ca-raJc inarkri ha- paimd 
mittuiits nf arrrs nf iirw farm-, ttitliitns nf JolLir- in 
ucw lii(tn-tr\ and ttunt<niuts nf new fainilic-. \n*l 
s|ill. Ca-raJr 'I'r|r\ i-ioii aKdif ^«T\r^ ihr ndtrr n*. 
flioii. Tlir I>ifrj:<""l -inpic I>n\ in \Ur \\ r-i and \nn 
nii-.M'il it a^aiii. SiniJK^N. Vor >liaiiir. >ini«llr\ I 




€t> CASCADE 

^ /SSS rrr BROADCASTING COMPANY 



NATIONAL REP.: WEED TELEVISION 



PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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CXI 



new? 





WYDE 



in BIRMINGHAM 



WILD 



in BOSTON 



NEW call letters 

NEW Bartell stations 

NEW programming 

'UOUJ 




J 



ADAM YOUNG INC. 



New York • Chicago • St. Louis • Los Angeles • San Francisco ^ 
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A itrt'Lh listing of cluiNfsrs 

In (lit* atli rrtiMn^ and hroadrtisl fields 



NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Inez Aimcc 
William M. Baldwin 
John F. Belcher 
Nancy Beyer 
Tony Costanzo 
Fk}rence D. Cruzen 
Sherman K. Ellis 
Emmett Bates Faison 
Thomas C. Fielder 
William J. Cillilan 
James H Graham 
Hovey Hagerman 
Colin H, John 
Paul Kennedy, )r. 
Carroll McKenna 
Robert Milford 
William M. Russack 
Philip H. Schaff. Jr. 
Ralph C. Tanner 



FORMER AFFILIATION 

BBD&O, NY, Supvsr radio-tv dcpt 

Baldwin. Bowers b Strachan. Buffalo, chairman of the board 

Catalina Swimwear. asst publicity dir 

Upholstery Leather Croup, automotive public rel's dir 

Hclcne Curtis, personnel dir 

McCann-Erickson, LA. creative consultant 

Benton b Bowles, NY, acct exec 

General Electric, advtg b sis prom mgr 

Ketchum, MacLead b Grove, Pittsburgh, acct supvsr 

McManus, John b Adams, NY, asst acct exec 

McManus, John b Adams, NY, sr vp b acct exec 

McManus. John b Adams, NY, acct mgr 



William Esty. NY 
Shaller-Rubin, NY. creative dir 
Leo Burnett, NY, brand supvsr 
, Anderson b Cairns. NY, vp b dir 



NEW AFFILIATION 



Same, radio b tv timcbuycr 

Rumrill Co, Buffalo, member of bojrd of dir's 

Cunningham b Walsh. NY. merchandising co-ordinator 

Grant, NY, beauty b fashion co ordinator 

Grant. NY, public rel's acct exec 

Geoffrey Wade. Chi. media budget asst 

Same, chairman of plans board 

H B. Humphrey, Alley b Richards, NY, acct exec 

Cunningham b Walsh, NY. marketing b merchandising supvw 

Same, marketing dir 

Same, acct exec 

Same, acct supvsr 

Same, asso acct exec 

Edward Petry, LA. tv acct exec 

Edward Petry. LA. radio acct exec 

Kudncr. NY, fv prod-dir 

Same, vp 

Same, vp 

Same, chairman of creative board 



STATION CHANGES 



KIRO-TV. Seattle, will become a primary affiliate of CBS effective 
B February 195B 

KLLL. Lubbock. Texas, and WTOD. Toledo, Ohio, are now affiliated 
with MBS 

KOAT-TV, Albuquerque, New Mexico, has appointed the Boiling Co. 
as national rep 

KREM Broadcasting Co, Spokane, new company formed by King Broad- 
casting. Seattle, to acquire all physical assets of KREM-TV and KREM- 
AM and FM. Spokane 



Shasta Telecasting fKVIP-TV» has appointed George P Hollingbcry 
Co rep 

WINR-TV, uhf unit in Binghamton, NY, will become an NBC optional 

affiliate 1 October 
WJQS. Jackson, Mississippi, has appointed the Branham Co., NY, ex 

elusive advertising rep 
WKAB, Mobile, Ala. has been bought by George and John Hopkinson. 

and Quentin Sturm, all of Chicago 
WKST-TV, Youngstown. Ohio-New Castle. Pa. will become a primary 

affiliate of ABC in October 



NEW FIRMS, NEW OFFICES (Change of address) 



Advertising Agencies. Inc. has opened a NY office at 509 Madison Ave 
Beckman, Hamilton b Asso and Edwards Agcy have merged to form 

Beckman Koblitz. Inc. with offices at 915 N La Cienega Blvd. LA 
Bcnnct-Chaikin, Inc. has expanded operations and has taken the fifth 

floor of 574 Fifth Ave. NY 

John Blair b Co and Blair-TV have moved their Boston offices to 118 
Newbury St 

Julian Brightman Co. Boston, has moved to new offices in the Fensgate 
Hotel. 534 Beacon St 

CBS Radio Spot Sales has opened a new branch office in St. Louis at 
Ninth and Sidney Sts 

Devney Inc, stn reps, has opened new offices in LA at 612 South Serrano 

Ave. and in Boston at 419 Boylston St 
Geare-Marston. Phila office of Ruthrauff b Ryan, has moved to new 

quarters at 3 Pcnn Center 
Henry Gerstenkorn Co has merged with Neale Advtg Asso, La 
Gourfain-Cobb b Asso and R M. Loeff. Inc. have merged to form Gour- 

fain-Loeff. Inc, with offices at 205 W. Wacker Dr, Chi 

Grey Advtg has opened a regional office in the Russ BIdg, 235 Mont- 
gomery, SF 

H-R Representatives. Inc, and H-R Television. Inc. have opened a Detroit 

office at 1065 Penobscot BIdg 
Lawrence Kane, Inc. and Artley Advtg have merged to form Lawrence 

Kane b Artley with offices at 10 E 52nd St. NY 
KGLA-FM. new fm radio station serving greater LA and Orange Counties 
Edward Kletter and Franklin Bruck have merged to form Parkson Advtg 

Agcy. Inc, 400 Park Ave, NY 
KPAC-TV. new full-time, network -color station for the Beaumont -Port 

Arthur Texas area, plans to be in operation 15 Sept; is affiliated with 

NBC; will be represented for ntl sales by Paul H. Raymer Co. Inc 
KVIP, Redding, new 540 kc radio stn plans to start operations in early 

October 

Phyllis Lacey Advtg. Tampa, Fla. has expanded into a corporation to be 
known as Lacey and Patterson, Inc 

Cye Landy Advtg. Columbus. Ohio, has moved to larger quarters at 929 
E Broad St 



MottI b Sitcman Advtg has moved to new quarters in the Buckeye BIdg. 
291 S La Cienega Blvd. LA 

Samuel N Ncmcr has formed the Ncmer Advtg Agcy. Inc. with offices 
at 5925 Highway 7, Minneapolis 

Robert W. Orr Asso Inc Division of Fuller b Smith b Ross has moved to 
the FSR offices at 230 Park Ave, NY 

Hal Phillips and Asso has established LA offices in conjunction with Ncalc 
Advtg Asso, B462 Sunset Blvd 

Pintoff-Lawrcnce Productions, NY. has moved to new quarters at 64 E 
55th St 

Charles 0. Puffer Company. Chi. has moved to new quarters in the MCA 
BIdg, 430 N Michigan Ave 

Radio TV Reps. Inc. has opened a Boston office to operate under the 
name of Foster b Creed with headquarters at 414 Statler Office BIdg. 
It has also opened a Seattle-Portland office 

Radow Advtg. Columbus, Ohio, has become a partnership and now oper- 
ates under the name of Radow b Alpers Advtg 

Adam Reinemund Advtg. new agency with offices at 2207 N 56th St. 
Omaha 

William J. Riley, Inc, new stn rep firm, with offices at 55 E Washington 
St. Chi 

Martin J. Simmons Advtg and Stern. Walters & faster, Inc, have merged 
to form Stern. Walters 6 Simmons, Inc. with new quarters at 155 E 
Ohio St, Chi 

Sparton Brdcstg. owner of tv stn WWTV, has opened new executive 

offices in the Arcade BIdg. 417 N Mitchell St. Cadillac, Michigan 
Transfilm Inc has opened a midwest division with headquarters at The 

Carlton House. Pittsburgh 
WFGA-TV, lacksonville. new tv stn, started operations 1 Sept 
WKST, Inc, New Castle. Penn, plans to move its general offices to the 

First Federal Plaza, on or about 1 Oct 
WPTA. new Fort Wayne tv station, plans to go on the air 21 Sept 
WWL-TV, New Orleans, new vhf station expects to begin operations in 

September; will be a CBS-TV affiliate 
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SPONSOR ASKS 



What new trends should sponsors be 

aware of in transcribed radio programing H 




Ben Phi I ley, gt^fiemf manaf^er, Frederick 

lf\ Zii Co., Xeiv York 
In iiiy trips around llio country in 
rtTcnt A\ceks. I luive noticed a definite 
increase of interest on the part of ad- 
vertisers in good, sound radio pro- 
graining. Obviously, one of the out- 
standing reasons for this is the recent 
puhlieity regarding the disk jockev 
and the t\pe of music being ''forced" 
on the J3ublie. Manv advertisers are 
questioning the vahie of their spots 



"/>roo/ of 
the pudding 




is in the 
eatins:'^ 



\\hen ])laced next to any of the "top 
10" or "'top forty." Also, with most 
advertisers trying to crowd into cer- 
tain time segments on stations, and 
with the increasing difficuh)^ therefore 
in allowing ample spacing between 
competitive products — most advertisers 
are beginning to question the value of 
these particular time segments. All of 
this, of course, is leading advertisers 
back to good programs, because the) 
know that no competitor can be within 
their allotted time period, and that 
they have more than one oj)portunity 
to convince their audience of the value 
of their product and /or service. 

It had been a long time since a spon- 
sor had j)urohased a five half-hour 
strip, either day or night, but Fischer 
Bros. Supermarkets in Cleveland 
bought Fred Waring and his Pennsyl- 
vanians on a five half-hour strip for 
not only Cleveland, but most of the 
markets in the northern Ohio region. 
Fairway Foods also bought Fred War- 
ing on a five a week half-hour basis 
for Minneapolis-St. Paul. These are 
just two exanij)les of sponsors that be- 
lieve in good, sound radio programing, 



and since Fischer Foods was a pur- 
chaser of a five half-hour strip of Red 
Skelton just a few years ago, and have 
now purchased Fred W aring on the 
same basis — it seems to me that "the 
proof of the pudding is in the eating" 
has been proved ! 

Certainly. I am in accord with one 
of )Our recent articles that some smart 
regional or national advertiser is going 
to purchase nighttime radio program- 
ing — and the rush will he on ! Be- 
cause, dollar for dollar, there is no bet- 
ter advertising buy than good, sound 
radio day or night ! 

Charles Michelson, president, Charles 

Michehon, Inc., Neiv York 
We in the industry bear from all sides 
about the resurgence of radio as an 
excellent advertising medium. These 
remarks are also backed up with sur- 
vey facts to bear out this contention. 
Despite all of this, however, a person 
on the listening end of radio detects a 
lack of overall tangible programing 
planning. It is this single factor that 
makes all the surveys appear a bit 
green around the edges. News, music 
and sports, interspersed with an over- 
dose of double and triple spotted jin- 
gles, have been j^racticallv the sole 
programing material on well over 70 '"r 
of our U.S.A. radio stations for the 
past nnndier of years. The fact that 
these same songs, same news reports 



"a kck of 
overall 
tangible 
programing^ 



and same sports results are beard on 
so many stations detract from any in- 
dividuality a radio station may have 
established for itself at one time. 

Like the early morning sun that 




casts a shaft of bright light, we are 
pleased to report that a new trend in 
radio programing is beginning to ap- 
pear on the horizons. Here and there, 
stations in widely separated areas have 
been scheduling blocks of half-hour 
mystery and drama programs, the type 
that were once so popular in the hey- 
day of radio. 

Specificallv, in Washington, D. C, 
one key 50.000-watt network outlet has 
for a time set Thursday night apart, 
from eight till midnight, for a con- 
tinual drama and mystery evening. 

In Detroit and other kev network 
markets stations have for the past six 
months scheduled our eeriest mysteries 
in the 12 to 1 a.m. period, and sur- 
prisingly enough, have sold a full spot 
schedule therein. Small independent 
stations, such as in Pendleton, Oregon, 
Harrisburg, Pennsylvania and a lim- 
ited number of others, are turning 
their prime evening hours of 8 to 10 
j).m. into drama periods. Each of 
these stations, which now number on 
our books 42, reports that in the main 
their availabilities as well as adjacen- 
cies are in considerable demand. 

It is our opinion that with this nu- 
cleus a new trend is in the making in 
radio station programing and one 
which advertisers would do well to 
watch carefully. 

The make-up of the average drama 
mystery schedule includes such well- 
knowns as Famous Jury Trials, Sher- 
lock Holmes and The Clock, 

Harry S. Goodman, president, Harry S. 

Goodman Productions, i\eiv York 
Too much of a good thing. That's the 
story of today's radio. The music-and- 
news format saved radio after tv's on- 
slaught but many stations lost their 
individuality as a result of following 
the leaders. Also lost was a large seg- 
ment of audience — the ])eople who do 
not want to listen to music-and-news 
day and night, and who. after the 
blush of newness has worn oflf. have 
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^ when you can bet on a sure thing . . . 

J^L ^ and ffie surest thing in TV today is 





1 




the 



I 



Cochise 





Here's /low 
the ratings rolled 
In market after market: 



So successful is this great adventure series produced 
for NTA by Deiilu tliat 39 New episodes are now being made!. 



NATIONAL TELEFILM ASSOCIATES, INC. 

" 60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE PLAZA 7-2100 

Harold Goldman, vice president in charge of safes 



found that Iv leaves no room for 



inurgrrralrori. 



Some 40 radio slatfons have broujilrl 
back a pattern of projrraniirig. pro\ed 
popular in the ''good old days'' of 
radio, that is eminently successful to- 
da\. Stations such as WBH.M. Chi- 
cago: WCAU. Philadelphia. WTOP. 
Washington: WEEl, Boston; KALL. 
Salt Lake Cit) have scheduled our 
dramatic half-hour programs in eve- 
ning slots. They run Monday through 
Friday, as nmch as two hours a night. 

Such stations stand alone in their 
cities. People who want to use their 
fnraginations, who want to he gripped 
in exciting and suspenseful stories 
listen to them. There's a lot of such 
people. The ratings show it (and so 
do the renewals.) 

The demand for this type of pro-, 
graming has been so great that we 
have produced an average of more 




''people icho 
want to 
use their 
imagination^ 



than five different half-hour shows 
each year since 1951. Each show con- 
sists of 52 or more complete programs. 

Though our sales have been confined | 
to radio stations, advertising agencies 
and chents are now showing interest 
in this type of programing. It costs 
less to schedule a half-hour program 
five days a week in evening time than 
a few daytime radio spots, or even 
a couple of tv spots. Stations using 
our mystery-adventure block program- 
ing show average ratings of 3.5 
(Pulse). In a week's period, a spon- 
sor gets at least 25 exposures (three 
one-minute connnercials plus an open- 
ing and closing per show) and more 
important, sponsor identification. The 
strip is known as Client's Mystery for 
Adventure) Hour and is so publicized 
and merchandised through other ad- 
vertisrng media, including point-of-sale 
displays. 

We can supply over 40 half-hour 
shows, most of them produced recenth . 
We believe that within the next few 
months, many local, regional and na- 
tional spot advertisers will be sponsor- 
ing these dramatic ^hows in half-hour 
evening strips. 




® 

WLW-t 



MAXIMUM POWER / MAXIMUM TOWER 

newest member of the famous Crosley g) 



Sales OHIces: New York. Cincinnati. Chicago Sales Representatives: NBCSpot5 
Detroit, Los Angeles, San Francisco — Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, t 
Full ABC Network Affiliation « Crosley Broadcasting Corporation, a division of ^^tfi 



58 SPONSOR • 7 SEPTEMBER 1957 



Why J. Walter Thompson Timebuyer Selects 
Crosley WLW Stations for Ward Baking Company 



"WLW stations do more than just take 
your time dollars. Their staff of 
merchandising-promotion experts work right 
along with the advertiser*s sales people 
and follow through with trade contacts — 
buyers, brokers . distributors . store managers , 
Yes. I'd sure say that the WLW Stations offer 
Tip-Top service everytime, all the time!" 





Mario Kircher, J. Walter Thompson Timebuyer, 





Like J. Walter Thompson, you'll get top service for your products on the 
WLW Stations. So before you buy, always check first with your WLW^ Stations' 
Representative. You'll be glad you did! 



WLW 

Radio 



WLW-T 

Cincinnati 



WLW-C 

Columbus 



WLW- 

Da \' ton 



WLW-A 

/\ tlantc 



Network Affiliations: NBC: ABC: MBS Sales Offices: New York. Cincinnati. Chicago 
Sales Representatives: NBC Spot Sales: Detroit, Los Angeles. San Francisco 

Bomar Lowrance & Associates, Inc.. Charlotte. Atlanta. Dallas Crosley Broadcastmf Cor: oration, a division of 
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abc-tv checks into MIAMI 



. . . adding its 73rd 
live station 
and boosting coverage 
to 92.6%* 



Bag and baggage, \ve\'e moved into Miami 
- on spanking-new WPST-TV, Channel 10. 
And not as seasonal visitors. We've come to 
stay. 

From its August 1st air date, WPST-TV 
has been a full-time ABC-TV affiliate. Now 
all Miami can see all ABC-TV shows — as 
scheduled and programmed. 

Now all ABC-TV advertisers are assured 
of live, competitive access to the nation's 
17th market and its $2 billion buying power. 

Affiliating with WPST-TV raises ABC's 
live coverage to 77.9% of all U.S. television 
homes. Coming: live, competitive ABC-TV 
affiliates, this season in Norfolk, Indianapo- 
lis, New Orleans, Omaha, Youngstown, 
Boston, Amarillo, Peoria, Pittsburgh. These 
push our live coverage to a thumping 85%. 

If you're not fully checked out on the bur- 
geoning, live ABC-TV coverage story, you 
should be. Now. 
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■K- Total coverage for average half-hour evening program. More than S4% of this is live! 




00 
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Ixt'fHfft s and ri nluatcn news, Irends^ 
oin'mnns far film Un\t'r\ and sellers 



FILM-SCOPE 



7 SEPTEMBER 

copyright 1057 
SPONSOR PUBLICATIONS INC. 



Tliirt \MiH ihr I)if; \M'rk for Kilrtrl tlic fir^l new I»r;iii(l in nf;es, nn*l llir fir^l new 
Hi- Three job for 195H. 

And allliougli llie dealer sclnp slill is trying to find ils sea legs, inlrrcHl in H}iHli- 
(*iil(Ml film 18 hej^nining lo enicrgo. In Louisville, Kd>el dealer Thnrrtlon Cookc! Hi*;ne(l 

NHC^fl Sileiil Service for leleeasl on WAVK-'r\\ Previously the K(UeI dealer in 
Cleveland look on Vielory at Sea via WJW-TV, 



In the air eomniuniealions business, Iiislory e:in play 8lrnnj;e IrieksH on your ineiii- 
ory. For more lluin lliree decades the word ^Mielwork*' has hcen synonymous 
with the word "live." 

Erase your mental slate. This week it was plain that the word ^'network" more 
niid more is being e(|iiated with llie word "can." 

This is why: 

• new weekly network shows lune Immmi sold thus far for the 1937*5(j network 
season, plus 1 bi-weekly (Jaek Benny alternate) and 1 monthly (Desilu), 

• Of the 44* sponsored weeklies, programs are film (you f:el a '"^j" figure in 
the ealeulations, because sonielinies shows arc hve and fihii). The hi-weekly and 
the monlldy newcomers both are film. 

• Going a step farther, you can take those 30^2 fihn programs and split them np by 
l^ pes thus: 



PROGRAM 

Crime and mystery 

Western 

Comedy 

Adventure 

Drama 

Documentary 

Varielv-drama eond:>i nation 



8 
6 
3 
3 
1 
1 



• I>y way of contrast : Among the 135/> new weekly li\e shows, 10 are variety, 3 are 
quiz-audience participation, and Y2 erirne-niyslei y. 



IIow did the networks and sponsors laleli onto the ecnning fall's film fare? lf« 

the obvious answer: 
Via pilots. 

Of the 30^/^ new network sponsored film programs, 22 bad ad\ ance samples. 
The next question, of course, is wlielber the producers* guesses on pilot produc- 
tion matcbed up wilb wbal ibey actually sold. Here's the answer: 



TYPE 

Comedies 

Crime-mystery 

Aetion-advenlure 

Western 

Drama 

Musicals 

Anthology 

Miscellaneous 

TOTAL 



PILOTS puonrcED 
2r, (26%) 
21 (19%) 
21 (19^ ) 
16 (15%) 
11 (10%) 

5(5%) 

4 (4%) 

2 (2%) 
108 (100%) 



MIOWS SOU) 

6 (27%) 

6 (27^; I 
2 (9^M 

7 (32% ) 
1 (5%) 



22 (loo^n 
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FILM-SCOPE continued . . 



Additional notes on the 1957-58 pilot situation: 

1) About the only kind of fare that can he sold Milhout a pilot is name fare. 

Westerns, inysteries, etc., can't. 

2) Of 108 new pilots, 13 were produced outside the continental limits of 
the U.S. 

3) The networks participated financially in the production of 30 of the 
108 pilots— CBS to the tune of 16; ABC, 10; and NBC, 4. 



Despite the impressive statistical record of pilots as sales tools, film people still hope 
they can dodge the expense of true samples and get by with 10-niinute presen- 
tation films. 

No matter how you slice it, costs are going up, and every nickel counts. For instance: 
Today, the five-day working week is a union rule. Result: You either incur 
overtime or extend production schedules — both alternatives being more costly. 



It's not the pilots alone that are causing cost headaches. Syndicators and packag- 
ers are beset by new expenses with every move they make. 

Re-run payments to actors are another item you can add to the five-day-week rule 
(see above). This is the before-and-after picture: 

BEFORE: Until last year, SAG members started collecting extra payments only with 
the third run of a syndicated series. The schedule called for 50% of original earnings on 
third and fourth runs combined; 25% on the fifth run; and 25% on the seventh — for a 
total of 100% extra. 

NOW: The rule is 35% on second runs; 30% on third; and 25% on additional runs 
— for a total that soon can top 100 by a goodly amount. 



Jake McKeever, NBC TV Films' v.p., this week used his company's sales progress 
with The Silent Ser\^ice as a springboard for a statistical recital of the stature achieved 
by syndicated film. 

One of his statistical citations: 

PERIOD TOTAL SYNDICATE HOURS % INCREASE 

January-May 1956 2891/2 

January-May 1957 882^^ 350% 

Source: ARB. 

ARB's third consecutive telephone survey of tv viewers in Los Angeles to deter- 
mine the popularity of features on tv revealed overwhelming acceptance for movies. 

To the question "Do you or any other member of your family ever watch movies 
programs on tv?"' 91.6% said 'Ses" (last year's count was 88.4%). 



FLASHES FROM THE FIELD: Harry McWilliams, formerly with Screen Gems, 
is currently in New York lining up film shows for distribution in Mexico, Central and South 
America and the Caribbeans, McWilliams reports seven new tv stations in seven sepa- 
rate markets opening up this year in Mexico alone. . . . KETV, Omaha, scheduled to 
slart telecasting 17 September, lias signed Boots 'n Saddles, Crunch & Des, Kit Carson, 
Gray Ghost and Victory at Sea — all except Victory at Sea are first run. . . . NTA reports 
the Sheriff of Cochise sold in 70 markets. . . . Henry White named Director of Program 
Procurement for Screen Gems, is on the prowl for top producers, directors, writers and ac- 
tors. . . . George Bilson has joined NTA as producer-director of the new George Jessel's 
Show Business series. 
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at's the car for me!" 



He was watching WGN-TV where top programming has a way 
of getting viewers interested and absorbed. He was part of a 
722,700-person audience delivered by the 10 o'clock movie (May 
1957 Nielsen, 17.1%)- 

Top programming week after week lets WGN-TV offer you the 
kind of audience you want to reach — morning, noon and night. 

That's why Top Drawer Advertisers use WGN-TV 

Let our specialists fill you in on some exciting WGN-TV case histories, dis- 
cuss your sales problems and advise you on current availabilities. 



Put "GEE!" in your Chicago sales with 



WGN-TV 



CHANNEL 9-CHlCAGO 
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POWER 

OF PADUCMl 




PADUCAH, KENTUCKY 



570 KILOCYCLES 

SERVING 
5 

STATES 
WEST 

KENTUCKY'S 
MOST 
POWERFUL 
STATION 



Repres 



Represe$Ued by the 
PEARSON 



National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Ronson Corp., Newark, N. J., plans a campaign for its electric 
shavers. The 52-\veek schedule will begin 23 September. Participa- 
tions are being sought in news, weather and sports programs, to 
reach a male audience. Buying is not completed. Buyer: Helen 
Wilbur. Agency: Grey Advertising Agency, New York. (Agency 
declined to comment. I 

The Frenchette Co., New York, is going into major markets to 
promote its salad dressings. Schelule will start 30 September for 
eight weeks. Minutes and chainbreaks during both daytime and 
nighttime segments are sought. Average frequency: five per week 
per market. Buying is not completed. Buyer: Manny Klein. Agency: 
Cohen & Aleshire. New York. 

National Biscuit Co., New York, is entering top markets for its 
Shredded Wheat and Rice Honeys cereals. Minute participations in 
children's shows are being used, schedule kicks-off shortly for 13 
weeks. Buyer: Desmond O'Neill. Agency : Kenyon & Eckhardt, 



sew 



York. 



Anahist Co. (owned by Warner-Lambert). Yonkers, N. Y., is buy- 
ing heavy schedules in 130 markets. Campaign will kick-ofi 16 
September for 26 weeks. Minutes will be placed during both day- 
time and nighttime segments; frequency will depend upon the mar- 
ket. Buying is not completed. Buyer: Chet Slaybaugh. Agency: 
Ted Bates & Co., New^ York. (Agency declined to comment.) 

Colgate-Palmolive Co., New York, is preparing a schedule in 
major markets for its Ad detergent. Campaign will start 15 Sep- 
tember and will run until the end of the year. Minute announce- 
ments during daytime segments w^ill be purchased: frequency: four 
to 10 per week in each market. Buying is not completed. Buyer: 
Sally Reynolds. Agency: Lennen & Newell, New York. 



RADIO BUYS 

Harold F. Ritchie, Inc., Clifton, N. J., is going into scattered mar- 
kets for its Scott's Emulsion; 20-week campaign will begin shortly. 
Minutes and some chainbreaks will be slotted. Average frequency: 
15-20 per week per market. Buyer: Mario Kircher. Agency: J. 
Walter Thompson Co., New York. 

Pepperidge Farm, Inc., Norwalk, Conn., is planning a schedule in 
major markets for its breads. Schedule begins in September for 26 
weeks. Minute announcements will be placed 7:00 to 12:00 noon, 
Monday through Friday. Buyer: Frank Gianattasio. Agency : 
Ogilvy. Benson & Mather, New York. 
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This way to Montreal 




Coming or Going 
KBTV is leader 
in DENVER TV 

Whether yau are just moving into the Denver 
market, or already gaing "great guns" here^ 
yau need Channel 9 because KBTV is FIRST 
in Denver when and where it counts the mast! 




KBTV first* in quarter-haur 
leads (by mare than ane rating 
point), between sign-an* * and 
10:00 p.m., Manday thraugh Fri- 
day. 

KBTV leads'*" during the same 
time periad in "share af audi- 
ence". 

KBTV occupies* 4 af the 5 

top spots in the cumulative rot- 
ings of 21 locally produced pro- 
groms. 



KBTV first in Denver for pro- 
motion, with solid, successful mer- 
chandising cooperotion for its 
advertisers and, most important, 
SALES RESULTS! 

Coll your P.W.G. Colonel today. 

Buy the station in the rich Denver 
market that delivers People and 
PURSES . . . Impacts and RE- 
SULTS! 



z 



**KBTV sign-an 10:30 a,m, 

'ARB Denver Survey 
-May, 1957 

^Quarter-hour leads 

I Percentage of audience 




Write, wire or Phone KBTV or Peters, Griffin, 



Woodward, Inc. 



KBTV channel 9 

DENVER, COLORADO 
JOHN C. MUUINS Q JOSEPH HEROLD 




News and Idea 
WRAP-UP 



President 



Station Manager 



ADVERTISERS 

Hallmark Cards, Kansas City, is 
planning its biggest pre-Cliristnias 
ad campaign m liicli will be cli- 
maxed ^^\Xh a special boliday sliow 
on its Hall of Fame NBC TV se- 
ries. 

Six 90-niinute network tv dramatic 
shows this coming season will be sup- 
plemented with seven major consumer 
magazine? and newspapers in 125 
metro markets. 

Tbe new ad budget of Tintex bas 
been upped 30% as a result of ^''a 
sales spurt'*'' which followed the de- 
but of the home dye on network tv 
last spring. So says Fred Q. S^'aek- 
banier, director of ad\ertising for 
Piirk & Tilfords toiletries and dyes 
division. He reports sales increased 
by 500,000 packages during its month 
and a half sponsorship of A BC TV s 
Masquerade Party in April and May. 

Where's the increased budget going? 
Network tv again, this time with NBC 
TV's Queen for a Day for 52 weeks 
from 2 October. Agency: Emil Mo- 
gul, New York. 

Latest guess as to tbe cost of 
Standard Oils liuge 75tb anni- 
versary spectacular is $700,000- 
plus. 

The ^'wonders of today and the 
promise of tomorrow'' theme Avill be 
developed by a raft of such star per- 
formers as Jimmy Durante, the Cham- 
pions and June AUyson. Cyril Ritch- 
ard is doing the staging, McCanii- 
Erickson the producer of the 90- 
minute show on 13 October. NBC TV 
will telecast both in black-and-white 
and in color from its Brooklyn color 
studio. 

Rayeo Auto Seat Covers, Paterson, 
N. J., which has a chain of 150 stores 
nationally, is pegging its fall advertis- 
ing to tv and radio \vith newspapers 
and direct mail. Budgets are being 
hypoed from 10 to 20^. depending on 
the market. 



Tbe broadcast plan : t\ . one- 
minute connnercials on film and slides 
on 40 stations: radio, announcements 
during peak automobile trafTic hours 
and in the middle of the day during 
the w eek on 55 stations. The total : 
1,800 one-minute commercials a week 
for both. 

Five-market saturxuion on 11 ra- 
dio stations is scheduled by tbe 
Denalan Co., makers of Denalan 
\o-Brushing Dental Plate Cleanser. 
One-minute commercials are being 
placed by Honig-Cooper, San Fran- 
cisco. 

Promotion at Tbeo. Hanim Brew- 
ing in St. Paul involve John R. 
Moran and Jobn D. Callalian, both 
moved up to staff positions in the 
marketing division. 

Moran has been advertising man- 
ager since 1953, before uhich be was 
in charge of tv and radio advertising 
for Kroger in Cincinnati. Callahan, 
who bas new duties as assistant to the 
director of marketing, has been man- 
ager of sales research and analysis 
and worked previously in market re- 
search for General 3Hlls. 

Bert and Harry Piel are in con- 
ference ]>lanning a new promotion 
on the line of last yearns Treasure 
Island contest. PiePs will again 
offer a tropical liideaway as first 
]>rize, along witb an assortment of 
additional prizes. 

As an extra incentive, Henry J. 
Muessen, Piel Bros, president, has 
announced that added federal and 
state taxes payahle by the grand prize 
winner as a result of accepting the 
island prize will be paid by Piel Bros, 
(up to S5.000). 

The air media will spearhead tbe 
campaign witb newspaper and mer- 
chandising support. 

AGENCIES 

With tbe Erwin, Wasey-Rutbrauflf 
& Rvan merger now ofTicIal tbese 
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fnrilKM' 

Mrw ill. 



otiirr I urn \\ Iio will liriitl up t lir 
iiv\s SKO niillioii ;i<^riu'y: 

DiMul II. W'illiiiins^ roiiiKT pir^i. 
(l(Mil of hlrwiii. \\';i^r\. i> prc^idciil. 

Kuhrrt W\ W nt.HoiK foniici' rlinir- 
iiiiiii of tlu' l)<>:inl of UiitliraiilT K\iiii. 
is rliiiiniKiii of tin* honrd. 

llowMi'd I). W'illiii iiiy^ 
<*liairiiiaii of [\w hoard of 
W ase\ . is clia iriiiaii of llir 

('OIIlIllilI(H\ 

KosmtII \\\ .Mrly.<irr, f(Hiiirr v\rr- 
ui'wc \ H'v |)resi<l(Mil and cliainiiaii of 
llir ('\rtuli\(' coiiiiiiilter of Kiilliraiill 
& lUaii, is t'liainiiaii of lli<* 
coiiuuilltv. 

F. KniiuMli llrini^ foriiirr picsi- 
dnil of UiilliraiilT H\ an. \> senior 
\ it'c proidtMil. 

K\et iili\r \ ice presidents of the new 
aj:enr\ are Jauie^ 11. Hri»i^s and Jere 
Pellerson in New ^ Ork, Ihiakon 
Cros(^tli and Larr\ Norlhrnp in Chiea- 
^o, and Kninietl \h(/an»jhe\ in Los 
\ng(des. 

A<:riiry a|i|ioiiit inoiits : Soiitlirni 
Hisrnit Cu., for its FF\' cookies and 
crackers, to Carj^ill iK: W'^ilsuiu luch- 
niond, \ a. ("SW'^ \'.p. l'"d\\ ard Acree 
w ill snper\ ise . . . l)nlTy-M(itl (](). 
and its entire product hne — apph: 
sauce. -Sunswcet prune juice and cooked 
prunes and Chipp's l)ah\ food — to 
SSni. New ^ ork. lo Septeniher. 
. . . Krwiii, W'iisey lias resijined the 
Ihunihon Beach account (hie to ^'eon- 
flicl with the expanding hne of loasl- 
niasler." a \\'a-e\ client for 2!! \ears. 
\\'ase\ will continue as the Ilaniiltou 
Beach ageiic\ uulil the end of the \ear. 
... J. W'nllor Tliniiipscm has picked 
up the Northeast airlines account (hil- 
ling SI. 25 million) as of 10 Octoher. 
Former agenc\ was Chambers & Wis- 
well. Boston. ChandxMs & W'iswell cur- 
reulU is ha\ ing merger talks with the 
new 1\ merged Frwin. W a-e\. Kuth- 
raufT & \\\ an. 

Sessiuns Cu.. Fiiler[)rise. \la., pea- 
nut oil refiner, to i\olilr-l)ury & 
Assoc.. Nashville. It plans to use Iv 
and radio for its peanut hutler. peanut 
oil and salad oil. All have 42-state 
distribution. 

Geyer Advertising. New York, re- 
ports resignation of the Paul Masson 
\ ineyards account. It will continue 
to service a New York City tv show 
for 13 weeks from 30 5eptend)er. 

One (if radio*!? hi<:ge>i huyerj* is 
John M. Keavev. director of domes- 



lie ad\erti^iiig for TW \ who 1kis it- 
si<:ned to jniu Mrwin. W'ii**e\ «!v Co. 
in New ^olk as areomit c\r( uti\c on 
the newl\ actpiired KFM account ef- 
feeti\e 23 ."^(^ptendiei . Kea\e\ will c*ni- 
eeut rate on \\ ester u heuiisphcric ad- 
\ertising, working closeK with o\er- 
seas oirK(^s iiud llie iuU'rnatioiial de- 
partment, lie's worked at I'^iller 
i^I Smith \ Koss and at .M. Ilas- 
t'oid. 

Juliii W . C(MiiH»r has hrcu named 
creati\e director al Ciiiiiiliiglniiii 4?C 
W nisli in San Francisco after working 
a I iMeC;nin-l^i*ieksoii in San I* ran- 



cisco £is rreal i \ e ;:ronp di mm loi for 
diree \eurs . . . LorniiK* .^trfTen** 
is now a \ ice pre-^idenl of ( :iiiaii;:Ii 
Mdi-ris \d\erlisiii;^ In l'ilts|,nr;.'li» 
w here she i rsjxiii v|h|r fdp ( i eal i \ e 
de\ elopuient ami market in;^. 

Tliere'h n eli:nige I rtmi down 
Texas \s\\\ too. Jiu k \\' \ at I now 
lie;nls Jiiek W'miII (!o. in Dallas 
after changing from \\'\all ;nnl 
( Fd I llearden. The Bearden art 
studio eoutinnes to ser\ iee W \ all 
clients. W \ atl is former partner of 
\\\att \ Scluiehcl in New ^ ork and 
i^ now producer and siar of iIk* Mallas 



Pittsburgh s A/BMEST Look! 

WIIC 
CHANNEL 11 

Now On the Ajr 



316,000 watts ERP 

serv/ng 

1,237,000 TV HomH 

in the nation's 
EIGHTH MARKET 

effective buying income of 
$8,731,815,000 



REPRESENTED NATIONALLY BY 




BLAIR TV 



BASIC 



□00 



AFFILIATE 
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FOR OVER 10 YEARS 



Every year for more than a decade SPONSOR 

r 

has gone up in advertising pages. 



advertising pages. 






1946 



1947 



1948 



1949 



1950 



1951 



T 



THIS UNPARALLELED RECORD OF GROWTH 



IS NO ACCIDENT! HERE'S HOW IT HAPPENED 



! 

T 



i I 

] 

>THING BUT 




1.953 1954 1955 1956 1957 



iVo uiagic fomiula — just a simple case of an increas- 
ing ninnber of advertisers discovering that adver- 
tising in SPONSOR pays off.* 

SPONSOR spotlights its editorial content 100% to- 
>^ards advertisers and agencies — and really hits the 
target. So much so that SPONSOR'S 1956-57 fiscal 
year recently ended slio>ved advertising volimie of 
81,000,000. 



* Write for the factual record of 
WOLF, WBAY, KPQ, \^TXL 
and Storz in SPONSOR. TTiey'U 
show ho\f you can build your 
spot revenue in your market. 



SPONSOR 




ASSOCIATIONS 




ABC AFFILIATE CHANNEL 2 

Peters, Griffin, Woodward, Inc. 




The propostMl Writers Workshop 
has hven jxiveii the *io ahea<l sif^iial 
hy \hv h<)ar<l of Governors of the 
Aea<leiiiy of I'elevisioiis Arts and 
Seiene<»s^ New York Chapter, 

Mori Abrahnis and iiiemhers of the 
W'^orkshop committee have been meet- 
ing since last May to organize the 
incubator for developing new writers 
and new writing tecbnitjues in televi- 
sion. Plans call for an initial student 
body of about 40 and four siminar 
groups conducted by such leading 
writers as Robert Allen Aurthur, Padey 
Chayefsky. David Davidson. Reginald 

, Rose, Rod Serling. David Shaw, and 

; David Swift. 

Forums dealing with the problems 
parallel to writing will be conducted 

1 by producers, network executives, per- 

j formers and the like as an adjunct to 

I the seminar program. 

Another workshop Mas proposed 
this week hy the Writers Giiihl of 
Ameriea, West. This for investiga- 
tion of professional problems. The 
Guild accompanied its announcement 
of workshop plan with a blast at 
agency control of script contents. 

Meetings: KTEIS will hold its open- 
ing luncheon on 12 September at the 
Hotel Roosevelt. New York. Speaker 
is John C. Doerfer. new chairman of 
the FCC making his first major public 
address. The entire FCC will be 
present , , . Sereeii Cartoonist Giiihl 
will hold its fifth annual film festival 
at the Ambassador Hotel, Los Angeles, 




tv show. Confession, which is slated 
for nationwid<* showing this fall. 




'*You must've heard KRIZ Phoenix 
advertising baby carriages!'' 



on 28 September. On display will be 
the latest in animation styles and tech- 
niques developed for tv commercials, 
entertainment and business films. 

People in the iie^s: Paul Roberts, 

new president of Mutual Broadcasting 
System, has been appointed a member 
of the board of directors of the 
\AKTH. Roberts succeeds John B, 
Poor. 

FILM 

This week's sales barometer 
shows : 

• Two new buys and one renewal 
on WPIX-TV : General Electric will 
sponsor Captured for 52 weeks and 
has picked up Victory at Sea again. 
San Francisco Beat will have Paul 
Masson. Inc.. as alternate week spon- 
sor. 

• ABC Film Symlieatioii, Ine., 

reports, first foreign sale of 26 Men 
to Amalgamated Television Services 
for telecast on two Australian stations 
in Sydney and Melbourne, Sheena, 
Queen of the Jungle will also debut in 
Australia via Amalgamated. 

• RKO Teleradio has renewed 



You're headed in 
the right direction with 
IJIough, Inc., Stations! 
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\\{]:\ IW' St(Ur Trooper fur tin* mh-- 
oikI \(MI for KlIJ r\, Lns 
iiiid W \ \C- r\\ l>()>t(»ii. Tclnadio aUo 
iriicwcd l)r, Ihidsons Svrrrt Jtnnnal 
for i\ oiu'-uMr mil on W \ \(; iind lia>. 
piircliiiMvl Sohhrrs of Forhmc for a 
.")2-\\('('k first mil on thai station. 

Nrw nHM-rlian(lisiii<; <X \ \\\ \\\ i r k > : 

(^liiuactiT M(M(lramlisiii«; of \(»\\ 
^ ork will (l(»\«»lo|) a compli^t* line of 
cliildriMr^ <iariu'> and (dotliiiii: to tic-iii 
with Zi\ V llarhor Command. \ four- 
foot niodtd wat(»r-sliootiriu find)oat 
should drli<;ht the small fr\ . 

AlU] Film S\ndi('ation olT(»r^ a >et 
of *'(di('k(T spurs" as a promotion item 
lor 26 Men. 

rrtxliirtions people: Keith 

L;ir;*en :iii<l Don Itiirnett si»iii(»d to 
co-star in ^l(^^^s n(*w lialfdiour stories 
\ortl\i\cst Pa.ssaf^e — pilot will g(» into 
production 9 Scpteniher , . . Treston 
Foster has complete<l a serit^ of t\ 
commercials for Standard Oil I Indi- 
ana! . . . E*l Fierce. T\-Haclio Di- 
rector of W^ide Advertising, on a fi\ e- 
cit\ \\>st Coast trip in connection 
w ith Miles Laboratories" sponsorship 
of Harbor Con\man(l . , . Fred iNiles 
Frodiictioiiji will film the Oral Ixoh- 
eris religious crusades for tv for the 
third consecutive \ear . . , Flavhoiise 
Fietiireji will represent the T.S. with 
two animated tv commercials in the 
Fourth International \d\ertising Film 
Fe>ti\al at Cannes. 21-26 Septendier. 
Kntries were chosen to represent the 
new techni<iues of American aninia- 
tioiu being pioneered b\ the W e>t 
Coast industry . . . Filmast(M' Produc- 
tions & Studio Film SerA ice ha\ e 
merged as Filiiiereial Frodiietion 
in L\. 



NETWORKS 

ll'f'st l\}int Iiasi <;o!ten an ele\euth 
hour reprieve and will he hack 
this season as a net\^ork shou on 
VHC TV starting 8 Oetoher. 

New >ponsors for the Zl\ -packaged 
series are Van Heusen Shirts and 
Carter Pnnlucts. 

West Point has been on CHS t\ for 
a \ear as a General f\K)ds eutr\ but 
is due to be dropped the end of this 
month. 

ARC TV s new afternoon pro- 
grann'ng is I)eginning to pick up 
>peed. The network has just 




and completely covered 



KTIIVs 0.5 mv/m contour 
blankets two and one-half million 
Gulf Coast residents, in 
750,000 radio homes. 
Reach them quickly, effectively, 
inexpensively by callinfji, your 
Paul Rayjner Man. 




it's KSAN in San Francisco 



PROVEN MOST POPULAR WITH NEGRO LISTENERS 
YEAR AFTER YEAR* , N..r.P...) 



KSAN 

Is Your 




KSAN 

Goes Where 
280.000 
Negro 
Listeners 
Are. foi 

cent 

' WRITE, ' 

^1111 MARKET 




A \ Where 
o jTlie 



llSBI 



Is! 



for specific proof of all KSAN claims to fame, 
ontact Stars National, Tracy Moore, or 

rE, WIRE, PHONE KSAN 

IXET STREET, SAN FRMCISCO. miFOINM, Hk 1-B171 
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A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 





JI WUI 



Anniversary of 35 years ^viih Grey advertising is cele- 
brated by B. 1. (**Bib'') Bro^vnold at dinner given in his honor. 
Silver tray is presented by Lawrence \ alenstein, chairman of the 
board — who as founder of the firm has five years' seniority 



Hard se 

Louvau signs 
Benlley, fihii 
Screen Gems 



n San Francisco. KRON-TV sah^s manager Norman 
while (h to r. ) Douglas Elleson, program manager; Jim 
buyer; monster; Jerry flyams, director of syndication, 
, maintain mood. Buy is new '"shock" film package 



Four soup labels and a buck. B. D. Graham, v.p. 
marketing, Heinz (Ij, takes first RCA ''Best of '57'' album 
from Louis A. Collier, manager sales promotion. Record 
premium is a part of the Heinz-'57 "once in a century" tie-in 





Day at the races hosted by WCDA-TV and WROW. Seated 
(1. to r.) G. Duncan, Aver>'-Knodel ; M. Kane and A. Janowicz, 
OBM: ^L Roffis, M-E; A. .Moss and L. Avery, Avery-Knodel; 
J. lludack, Vt'arwick & Legler and J. Owen, A^ er>'-Knodel 



It's Stuffed. "Bring Vin hack alive" Boh Dalton of WTOP-TV, 
Vt'ashington. D. C, tries hand at lion taming in MGM promotion 




WWRL NEW YORK CITY 



//// TTiej^esa 

Mom, OdcJ , ayid 



•Theresj Ba^ er 
302 Consent A^e 
New York City. N Y 



\ 

WWRI.'S PERSONAI.ITIES SEI.!. 

more mercliand Ise for sponsors by: 
Delivering the largest NEGRO 
AUDIENCE for your product. . . . 
Supporting your schedule with a 
barrage of CONSUMER ADS. . . . 
MERCHANDISING CREWS work 
full time In Supermarkets and drug 
stores for you. . . . TREE. . . . 
I.OW SEI.I.ING COST of 12c per 
thousand. . . . 

caW or write 




Weedside 77. New York City 
Tel— DEfender 5-1600 



- lEST FOR NEGRO PROGRAMS 




MORE 

radio homes at the 

LOWEST 

cost per home are 

DELIVERED 
by WSUN 

than any other station in the 

HEART of 
FLORIDA 

(Check your Nielsen No. 2) 

WSUN RADIO 

ST. PETERSBURG - TAMPA 

Represented By VENARD. RINTOUL. A 
McCON.NELL 
Southeastern: JAMES S. ATERS 



caff, llif iiiiisiral will >lnr Sil- 
as ihr roiiianlic print*', Jaiicl 



f*iiii*j;;;r<l its fi r.^l !H|h Minor for /)o 
) oil Trust Yniir Wifo, 

riic .M*iii(la\ -llIr*)Il•^lI•|• I i*I;i\ qui/ 

I ! :.'5()-r> p.m. I sit»iirtl I' iic^ituM' In- 
(In^lrial I'l *)(hicls I l-'*)aiiif\ I fur llif 
I* ri*hi\ 1 :M)- Y: 1.") x'iiiiirnl. 

it\r\ i^ lire a^*'iic\. 

CHS r\'-.s iop-riilr<I IMiil Sihri> 
5lio>\ \\\\\ llii.s .Hr;i^oii on IT 

Srplriiihrr a roiinMly prodiic- 

li'oii of Lrliiir*.^ oprrrtta. The 
Merry It'idon-, ^lu^icil at a iiclwork- 
crealtMl Cafe MaxiiiTs, replica «)f the 
Paris 
\ crs 

a> llic w i<In\\ w iih ideas. 

Produced l)\ Kdw ard Montague. 
forinerl\ William K.sl\ prndijc(»r f«)i 
Man A {gainst Crime and Tlir Hunter, 
Silvers' ) oull \ei er Get liieh i> co- 
>p()ii>ore(l 1)\ H. J. He\nt)lds i'obacco 
llhrnuiili Ksl\ I and V & G (lhrnMi:!i 
Let) iJurnell ) . 

Hohert Kcistiiiaii. Alt(] pre.^^ideii t. 
has jii.st ;iiiiioiiiie(Ml tlie ereati(Mi 
of Tlio Stations Department, which 
will olTer all the ft)riner aeli\ilic^ t)f 
the Slalit)ii Relations Department plu> 
a new concept in aflihate ser\ ice<. 
Heading this departiiient will he Kd- 
ward J. l)eCra\ . \ .p. in charge «»l 
statit)ns. 

''Hie newly expanded dtq)artment/ 
sa\s Kastman, "will work tt)w*ard the 
end of adding strength It) it)cal prt)- 
graming. This is iinpt)rtaiil hecau^e 
it)eal programing and network pro- 
graming complement each f)lh<T and. 
naturall). increast^d aiulience ft>r Inral 
heiiefits network shows, and vice 
\ ersa." 

.Miire ("oiinelly\s Pulitzer pla> 
Grreti Pastures \^ill kick off the 
season for ^HC *s llfillniurk 
Hall of Fame on 17 Octoher. 9:30- 

I I p.m. in color. 

Tht pla\ will feature an allAegro 
cast, >tarring W illiam NWirfieitl as De 
Lawd, Kddie 'd\t)chester" \nderson a^ 
Nt)ah and Cah Callowa\ a< the King 
t)f Bah\ lf>n. Connell) liiin>elf adaptetl 
the pla\ for l\ as he had pre\ ion-^I) 
done for the mo\ ie>. 

The weekh 90-minute <how is spon- 
sored hv Hallmark Cards through 
FC&li. 

ABC T\ ^ii permnn series -larrin'i 
George Kee\es scheduled to del ut on 
.Mt)nda\ . 30 "^eptend^er. It's sponsored 



WHAT 

IS 
YOUR 
PHOTO- 
GRAPHIC 
MAL- 
ADJUSTMENT 



1) QUALITY ? 

2) SERVICE ? 

3) PRICE ? 

THESE ARE THE 3 
BIG PROBLEMS 

Let us cure them for you 
as we have done for some 
of the top business firms 
and advertising agencies 




B 



AKALAR 

COSMO 
Pliotos:raphers 



119 W. 57th St.. N.Y.C. C;. 6-3476 
PHOTOGRAPHERS FOR SPONSOR 

BAKALAR-COSMO 

119 W. 57th St., N. Y. C. 

Gentlemen: Please have your represen- 
tative □ Phone □ Drop in 



Date 
Firm 
Address 



Time 



Tel. No. 
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ASCAP MUSIC ... THE MUSIC OF SHOW BUSINESS! 

The American Society of Composers, Authors and Publishers proudly presents a special issue of the ASCAP 
Program Guide entitled **40 Years of Show Tunes." Among the ASCAP membership are the men and women who 
have created top musicals for more than four decades. The compilation of songs in this 
latest Program Guide runs all the w^ay from 'Trincess Pat" to **My Fair Lady." The listing 
includes not only the song titles with the composers, authors and publishers, but also names 
the performing artists and the available recordings of the hit songs of Broadway musicals 
from 1917 to 1957. Television and radio broadcasters, advertising agencies and all those 
engaged in entertaining the American public will find this Program Guide an invaluable 
source of program material. 

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS 

575 Madison Avenue, New York 22, New York 
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ATLANTA • LOS ANOCLCS • SAN rRANCISCO 




That measuring man from 
KWTV-OKLAHOMA CITY 

. . . measures the SALESpower 
of KWTV's 1572' tower for 
timebuyers on Madison Ave./ 



iiltn iKitrh l»\ I lir ^wt'rl-^ (]u. of 
i\rnt'ri( ;i I tlirnii(:li I I;m r\ l li^cri n • 
li^iri*:) and llif Krllu^'«: (*<». Iilirini;:li 
la'u lUnnt'lti, ^liow filv inlu 

AlU] I \ V hitr-artf'i iniun |iro;iraniin;: 
cunrrpl with its appt^al for tlit* \uuii^- 

(IHS 'r\ 's lioiir-loii^ Sini(l;i\ 

.srr u*s, Srvrti /.iiv7y Arts^ will ilr- 
luit oil ;i \oMMiih(M\ r>;(M)-(>:()() 
p.m. ** rii(* ( ".li;iii»:iiij; \\ ;iys 

llosl^ of lilt' scrrc-- will hr \rir ) ork 
f/erahf Trihunr t\ t riiic Jolin (lio^hx 
and S. J. rtMrlinaii who scripted llir 
show. I he s[)olli<:hl of llir oprnin*: 
show will he on \int'rica"^ roniantif 
moods as [)ortra\ rd in ni(>\ ic^. -^ta^M*. 
no\els, ina<ra/ines, and will inclndr a 
^CirnitMit on the Kinse\ Keport. 

Aloiijr uitli it.*^ iu*\\ iiiaiia;:(Mii(Mit. 
AIIN has a<'t{iiiriMl ii iivw s\iiihol 

to represent the Amcrieaii Hroadeast- 
Ui^ Network a modern. tr\ Ion-shaped 
''A", as it s descrihed h\ Havmond F". 
Kichniann. A\i\ director of ^ale-^ de- 
velopment and research. 

The arrowhead-shaped insi:^iiia was 
desijrned 1)\ AH.\"s Hank l.e\ inson 
and selected 1)\ HBDO. a^^enc\ for the 
network. 



RADIO STATIONS 

I ^^re*^^ a stat icni t hat did soiiie- 
thiiifr ahoiit the* cost-of-livni{r. 

\\'A\ Z, \cw Haven, wai?(Ml a suc- 
cessful editorial campaign to redn( e 
the price of gasoline in the New lla\en 
a rea. Radio editorials broadcast dur- 
ing August emphasized to New lla\en 
listeners that the\ were pa\ing more 
for gasoline than their neighbors in 
closed))' communities e\en though 
much of the fuel was first brought in 
through New lla\en harbor. 

W ithin two weeks of the start of the 
campaign, filling station price-^ dropped 
as much as 7c a gallon. 

S.K.O. means Suimming Kcmmii 
Only. 0\er KM) disappointed teen- 
c^gers were at the dock as the ri\er 
boat Avalon. with WDCV disk jocke\ 
Dan Daniel, started on a threedionr 
trip. 

1 he excursion was a teen-age part\ 
sponsored b\ the ^t. Matthew s social 
acti\ities organization of St. Paul. 
FVomoted o\er W'DG^, o\er 1.400 
people crowded onto the decks of the 
boat . . . \nothcr waters note. thi< 



Best Buu 

KFeJI 
9 




Things H^ppE^i ! 



Best Buy 

KF<iJI 

KLAN\ATH FALLS, OREGON 

Ask. {V\e KAeeker Co. 



II50 kc 



Kansas is FREE 
When Yo/iB/iv KMBC 
/;/ Kansas City, Missouri 




BUY KMBC— 5.000 watts on OSO kc, 
to roach 2.3-10.560 people; $3,9-15.000.000 
spendable income; $2,9-10.000,000 retail 
sales. 

GKT KFR.M — 5.000 watts on 550 kc— 
for the state of Kansas FRKEl It's your 
bonua market of 1,927,150 population; 
$3.115.-ir,S,SlO spendable income; $2,321.- 
l-l8.f>-lS retail sales. 

K.MBC-KFR.M. the only bonus-buy 
radio stations in the Heart of the Nation. 

For choice a va ilabil it ics, call V^s!^ 
your colonel from Peters, Grif- J 
fin, Woodward, inc. 

DON DAVIS, Prei.denr ^ ^ 

JOHN SCHILLING. Executive Vice Pres'denT 
GEORGE HIGGINS. V P. and Soles MorKsger 
DICK SMITH, AAorKsger, <«eC <FRM 

KMBC a/ Konjos City 
KfRM the Stote of Konjoj 



in the Heart of America 



^^^^ 
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MUSIC 

jingles . . underscoring . . devices 
. . production 

JACK FASCINATO 

3010 lake glen drive, beverly hills, 
calif. 

credits 



a-I beer 


libbys 


armour 


mary blake 


aunt jemima 


meadowgold 


beads o bleach 


mogen david 


beautifior 


off 


bendix 


oxydol 


bobbi 


page 


breast- o-chicken 


pamper 


carnation dairy products 


papermate 


car-nu 


post toasties 


champagne velvet 


postum 


charmin 


prom 


charm-kurl 


purex 


cloverbloom 99 


purity bakeries 


deep magic 


raid 


delsey 


rca victor 


dial 


seven-up 


dreft 


schlitz 


dutch masters 


scotch tape 


frigidaire 


sierra pine 


good seasons 


snowy bleach 


h f c 


sunkist 


hillman 


swift 


j-wax 


tame 


ken-l-ration 


toni 


kool-aid 


trix 


tcocl shake 


white king 


Icroger 


white rain 



HOTEL 




i4th Sfreef of f h >)v*n«« 

Mdnhdttdn*s Urgesf and mosf con- 
veniently located hotel. 2500 outside 
rooms, all with bath and free radio, 
television in nnany. Direct tunnel con- 
nection to Pennsylvania Station. Afl 
transportation facilities at door. Three 
air-conditioned restaurants 
LAMP POST CORNER . . . COFFEE HOUS« 
GOLDEN THREAD CAFE 

Singlet DoubUs I Suites 
from $7 from %\\\ from $23 
JOSEPH MASSaGLia. jr.. Pf«iid«n< 
CHARLES W. COLE. Gtn. M,r. 

OtKer MASSAGLIA HOTELS - 

SANTA MONICA. CALIF. HoftI MIram«r 
SAN JOSE. CALIF HottI Satnt« C1atr« 
LONG BEACH. CALIF. HottI Wilton 
GALLUf. N.M Hot«l El Rancho 
ALBUQUERQUE. HottI Franci(can 
DENVER. COLO HottI Park Lant 
WASHINGTON. O.C. HottI Raltiqh 
HARTFORD. CONN. Hotel Bond 
PinSBURGH. PA Hotel SherwYn 
CINCINNATI. O. HottI Sinton 
NEW YORK CITY HottI Ntw Yorkt. 
HONOLULU HottI Wdik^ki Biltinof« 
_ World-fam«d hot«lft ^ 
T«l«typ« ••rvl<«— Family Plan 



time from WF'BR, Baltimore, which 
i> sending out Marine News Corre- 
spondent cards to listeners to insure 
local coveratre of marine news events. 



BarlelPs new s t a t i « n W I L D , 
Birniiughain, (WYDE on Septem- 
ber 2n(l) received over 850 responses 
to its 'Thought for the Day"" promo- 
tion in a seven-day period . . . WILY, 
Pittsburgh, aired the following an- 
nouncement during every station 
hreak on 1 Septemher: ''Channel lOuO 
welcomes Channel 11 to Pittshurgh. 

Personnel notes : Ira Laufer has 

been named general manager of 
KFOX, Long Beach. Cal. Laufer 
comes from KSHO-TV and KBML 
Las Vegas, where he was also general 
manager . . . John F. Box has been 
appointed general manager of the 
Eartell station WILD (formerly 
WBMS), Boston. Box is also execu- 
tive vice president of The Bartell 
group . . . William Pinkney, Jr., 
formerly radio-tv director of Ross Ad- 
\ crtising. Peoria, has joined V^TRL^ 
Peoria, as an account executive. 

George Stephens has been appointed 
director of agriculture for KCMO, 
Kansas City. He replaces Jack Jack- 
san who resigned to go with the Na- 
tional Grange . . . Dong Boaz, for- 
merly with Moloney, Regan & Schmitt. 
San Francisco newspaper reps, has 
joined KGW. Portland, Ore., as an ac- 
count executive . . . Harobl Wheela- 
han is adding the duties of assistant 
station manager to his present com- 
mercial manager chores at WDSU, 
New Orleans . . . Sidney Gohlstein 
has been named secretary of the Wil- 
liam Penn Broadcasting Co. ( WPEN. 
WPEX-FM), Philadelphia . . . Stan 
Cohen has been appointed to head up 
the expanded research, sales promo- 
tion and merchandising department of 
the WDSU Broadcasting Corp.. New 
Orleans. Cohen comes from Ziv. 



TV STATIONS 

A Tokyo prodneed fihn program 
on the trial of GI William Girard 
(arensed of slaying a Japanese 
woman) , was telecast by WCAU- 
TV, Philadelphia, on the eve of 
the trial. 

The program Avas handled by 
Charles Vanda. v. p. in charge of tele- 
vision. WCAU. and Charles Shaw. 



WCAU-TV news director. The half- 
hour film brought tremendous listener 
and press response. 

Saludos Amigos. WAT\^ New York, 
will make a real pitch for the Spanish 
language market of New York. 

The station has contracted with Al- 
lied television Productions for Span- 
ish language programs to slot in "AA" 
time. 

One, The Spanish Shoiv, an hour- 
and-one-half variety show from 9:00 
to 10:30 p.m., will start 15 September. 
Starting 4 October, WATV will air 
Spanish language feature films on Fri- 
day nights, 9:00 to 10:30. 

Those already signed for sponsor- 
ship include : Piels Beer, Common- 
wealth of Puerto Rico, Columbia Pic- 
tures, Sachs Quality Stores, and Bus- 
tello Coffee. The New York Spanish 
speaking market today exceeds 900,- 
000 people and is growing at the rate 
of some 1,400 each w eek. 

First tv program on the Asiatic Flu 
vras aired on KDKA-T\^, Pittsburgh. 
Called the Silent Invader, kinescopes 
will soon be available to other tv sta- 
tions throughout the countrv. 

Notes: Storer Broadcasting went on 
the air with WVUE-TV, Philadelphia 
( replacing old call letters WPFH ) , 
Opening telecast was a one-hour spe- 
cial program. The Neiv Vue. . . . One 
of the largest installations of color tv 
equipment has been made at WFGA- 
TV, Jacksonville, which started broad- 
casting at the beginning of this month 
. . . Construction of Amarillo's third 
tv station, KVII-TV, channel 7 has 
now been started. The station is ex- 
pected to be in operation by 1 Janu- 
ary . . . WJTV, Jackson, Miss., has 
increased its power from 214.000 
Watts to 316.000, maximum allowed 
by the FCC . . . The nation's 505th tv 
station went on the air in Pittsburgh, 
last Sundav. WIIC-TV has been as- 
signed channel 11. . . •. 

WWC-TV, i\ew Orleans, will snp- 
plemenl its own news coverage 
through a contract j ust signed be- 
tween that station and CBS, providing 
news film supply to the station, W. 
Howard Summerville. general man- 
ager of the new station announced. 

Says he: ''The people in the viewing 
area of \^'WL-TV can be assured that 
they will be seeing the finest and most 
complete news coverage that is pos- 



I 



II 



4 
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sil>ic to brtri^' iIkmh. W'W'L- IA' also 
w ill cat t \ a ftill sclnMlnlr of iirw s 
(Mcnts orijxiiiatiiifi in New Oilcans and 



tti 



(>iii>^tatia. 



• Hccan'-c of lli<» tuunilati\r (|iialrt\ 
of riulio's aiidinirc, an advrrti^cr inn^t 
^rlirdidc cainiiai^iis llnon«ilr da\ and 
ni«:lit tiiiir^ lo saliirair a total iiiarkd. 



111 llir iiOMs: Itolirrt Mar- 
ina} dm has been pioniotrd to as^rslanl 
prd>li('it\ (litrclor for KTI \\ Los Aii- 
|i(d«*s . . . Jolin 'I'raxli'i* lias Ixmmi 
uanuvl filtu i»ii\tM-(lii«M'loi for 
I ndlanapolls. Tt axicr conu's from 
KTVU St. Louis . . . William L. 
|{i*ooks^ fortn(M stale and rc^zionai 
nianaycT of M(*dlr\ Distilling Co., lias 
joincnl \\ FI ivTV, ans\ iiic, huL, a^ 
an areonnt o\4*rntr\o . . . Jay (Jrill, 
director of sales for KFSI)-TV, Sail 
l)i(*<Zo, Calif., has been nani(*(l vice 
president of KFSl). Inc. 

CANADA 

A w\s hiioklet puhlishiMl hy I lie 
|{|-oadeast Advert I'sinj: Itnreaiu 
Toronlo, profiles (]aiiadian radio 
iistiMiiiig loday. Its ke\ conclusions: 

• Radio continnalK reaches more 
h(»nies in Canada tiian an\ othrr ad- 
vertisin<^ mc^dra. 

• CanacUan fanniies are spending 
more lime with radio lhan witii an) 
oilier advertising nunlia. 




in 



Pulse 
March '57 



Negro Ratings 

Morning 
Afternoon 
and 




Among Birmingham's long term 
radio advertisers. New York Cloth- 
ing Company, over 468 consecutive 
weeks a WJLD advertiser, says, 
"WJLD, since 1948, has been the 
backbone of my advertising. Re- 
sults have always been most grati- 
fying." 




BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 



\\\v iipw ard spurt in ( iaiiadiaii 
rad io sel ?^ales lias I)eeii aeeoiii- 
paiiied h\ a dip is llie a\er;i;:e li-^l 
priee of radio sel.s. 

in 1 the a\ eraue eo^t of a i e- 
c(MV(»r \\a> S<'I.'^.*>> I ; in V)7y\. ST'^.")! and 
in lO.").*) the latc^-t fifznrc^ a\allahle 
axerafze eo>t wa-^ down to ?f)o.J>f). 

|{i-ooks AdM»rli<iri<j; A^^eiiey, Toron- 
to, has rec(»nll\ accprrred two maj<»r 
a(T()nnts: Kssex Packers, 1 la no it on, 
( rc^ported to ha\ e had one* of the 
lar«Z(*sl ad\(Mti>ini: hnd^els in the 
counlr\ and up lo tH)U handled 1)\ 
the acUertiser direct I. atul SHkiiiU 
Toronto, inchulinj; all >r\ of rl> prod- 
ucts di\rsr()ns (Sriknit lin*:(*rle. Lo\- 
able Brassieres. Cataline Swim^nrt^. 
y\lamac Knitting Mills. Snn«ji:ledow n 
and Lady Ihnkleiyh Slec^pwearl. 

(Canadian Kodak will latnu h a hi^hU 
concentrated promotion h)r the coming 
Christmas season with an ''operd\ 
Hrst" messaj^e gift card in it< camera 
outfit. 

Alternate >ponsorship of two Amer- 
ican-originated l\ >ho\\s. the Ed Sul- 
livan Show and l)isne>land and 

national magazine and newspaper ads 
will he us(*d. 

FINANCIAL 

Slock niarkel quotalioiis: Follow- 
ing slocks in arr media and related 
fields are listed each issue with rpiola- 
lions for Tu(*sda\ this week and Tues- 
dav the week hefore. Qnolatron^ sup- 
plied 1)\ .Merrill Lynch. Pierce. Fenner 
and Beane. 







Tiie«. 




Stock 


27 All*;. 


3 Sept. 


C.lianfiP 


\c/c 


) orh Stock 


Kxchange 




\B I'T 


\(y\ 


181s 




\T&T 


172-S 


i:i».j 


+ !••'. 


Avro 




6's 


4- 


C\\> " V 


28-^ 


29\ 


^1 


Coliinil»ia I'ir 


18 


181 .J 


+ 




ir>=s 


I6-S 




I*araniount 


33"s 


3l», 




RCA 


33 


33"s 


+ •■■s 


^torer 


2P-i 


2lis 


.1 


20tli Vox 


2(^K 


26-\ 




U arncr I?r(i^. 


22 


22* s 


-U Is 






631 1 


^Ps 


American Stock 


K.x ('hans:c 




Mlied Viii-t- 


31, 


3^. 


4- 1^ 


V^^oc. \rt. I'rotl. 91, 






C&(^ Super 


13 16 


13 16 


s 


Duniont Lal»s. 






4- ' 


Guild Fiiiii> 


2's 


3-S 


4- 


\T\ 









Radio Baltimore 



Radio Boston 

WCOP 

Radio Chicago 

mm 

Radio Memphis 

\WMPS 
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Most PowerfulTwins 

CJON-TV 

' Y ^%^e/ 10 




/'captive Newfourtdlandcrj 
and latest B B M ^A(Pi^^S 
85% of <3l( qrcatcr St.JohnS 
homes have TV Sets 



WEED CO. U.S. 



STOVIK-CANAOA 



SPONSOR 



7 .^e:i>tember 195 ^ 



People are busy in 



Southwestern Pennsylvania 




but not too busy to watch 



More than a MILLION TV HOMES in this rich marketing 
area, and only WJAC-TV, which reaches into 63% of these 
TV homes, gives you maximum coverage. In its 41-county 
territory, WJAC-TV reaches 80% to 100% in 20 key counties.* 
You just can't blanket Pennsylvania without including 
WJAC-TV, the dominant force in the Keystone State's third 
TV Market! 

•Nielson Coverage Services— Report No. 2 (monthly coverage percentages) 

Ash your KATZ man for full details/ 







ia M' 

Payrolls i 


are BIG 




Retail sales are Booming 




SERVING MILLIONS FROM 
y"y-? ^TOP THE ALLEGHENIES 



UOHNSTOWN- CHANNEL 6 
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irhat's happening in U, S, Goit*rnmfni 
(hat affects sponsors, af^encies, stnt]ons 



WASHINGTON WEEK 
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'Vhr l)ron(lc*aHtin<x iiinl inh rrli*<in*x firliU ran Io«>k for%\ar<l lo a l)rratliin<r 
from iiiM*sti;j^ati<)]] Con^rrrsrt is in rrrrs** until 7 Jaiiiiar}. 

Hill [Uc I \ox\>G Comiuerr** MilKouniullrr mi(l(T Hep. \l(>r».'aii Mouldri's * liainuaii^liip 
won't bo entirely inactive. A speciallv traiiwMl seK'*ie*l ^talT w ill hr siud\ in;: pn*liini- 
naries for tlie conimittce's inM*Hti;;atioii of (Jo% rriininit rrf^ulatory a^rnrir-. 

Tlie broad question this group \va^ sft up to >tu(l\ was the niannrr in whirli tlir 
agencies are eoniplyiiijj with the spirit of the hn^H uinh^r which the\ operate. 1 hf 
Fcfleral ConinninicationH Commission will pet major attention. Hut the *.ul>eoininitter 
at this stage doesn't appear to be any more interested in the Federal Trade C«unnn^-»ion 
than in any of the other ageneie<? to be probed. 

Tlie subcommittee ine\itably will wind up eo\erin<x the sanu* *:ronnd alread\ thor- 
oughly trampled by the Celler antitrust subcommittee in 1956 with respect to the FCC 

Charges put before it bv member? of Congress and others inelude such aeru^ation^ a- 
network control of the FCC, political fn^oriti5»In in the granting of liren-e-. disre- 
gard of antitrust violations by one applicant in choosing between competitors^ for con- 
struction permits, etc. 

The staff, mostly hired just for this one set of probes, i*^ proceeding full steam ahead 
with its preliminary fact-gathering. Present plans are to ha\e thi< work done, or at lea-t 
well along, with respect to all agencies to be called on the earpet before ^tartins public 
hearings. 

The FCC also has been set tentatively as the first (or one of the fir<?t) to be «piiz7*'d on 
whatever the staff digs up out of the record- of Senate Commerce Committee hearing*. 
Celler hearings, and from their own leg work. 

A Honse Go%ernnient Operations snhconiniittee under the chairman-hip of 
Kep. John A. Blatnik (D., Minn.) also has the l^YC under »ierntiny, althonsh in 
the recentlv-concliided first chapter of the hearings there wa- no disposition to belal>or that 
agency. There was much criticism of advertising claims and talk aboiu -trenstheninir the 
FTC laws, so that asencv could be con^^iderablv tougher. 



I 



The FTC, meantime^ has heen steppin^r "p its efTorts ^ith re--peet to nunlieal 
claims. 

The Commission is also quietly readying sweeping action on cijjarette filter ehiiin-*. 
another sore point at the subcommittee hearings. 

Commis.-'ion officials claim this is no ^ut] len interest on their part, that thc\ were in- 
vestigating before the Blatnik subeonimittee ^ot started, but that under the law the FTC 
mills grind slowly. 

Filter cigarette complaints should be enieriiini: before the Hlatiiik ^-nbcommittee start- 
up its hearings again. 

17 Scptemher is the day for the mneh-herahhul FC(^ meeting on suh?eription 
television. The FCC is due also to gi\e more thought to >uch other old probleir- a- the 
clear channel case, more power for the 2a0-watt Class IV radio station-, and whether 
to permit the request of daytime radio stations for cvtcndcd honrs of operation to lie 
dormant some more or just turn them down flat. 

The guessing is that there will he no qnick approval for c% en a trial of hroad- 
east pa\-tv. There is some sentiment for stalling to sec %\hcthcr wired toll-tv will 
succeed, and bv succeeding effectivclv cool down the currentlv verv hot and controversial 
subject. 
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GETTING THE MOST FRO 



"Snagged" by a 
Faulty Film Situation? 






s 



^ WAS 



UR FILM DOLLAR 





If so, youVe a right to be ''hopping mad" — especially if picture "smog/' 

inflexible film presentations and high operating costs are 

blocking your progress. Better do something about it! Find out how to . . . 

1. Get the kind of picture quality that advertisers and television 
audiences want. 

2. Get this picture quality and enjoy low operating costs at the same time. 

3. Get the kind of expert programming that sparks and holds 
viewer interest. 




Let us show you how to plan your system to get 
these desired advantages. See your RCA Broad- 
cast Representative. Have him acquaint you with 
RCA's comprehensive TV Film Facilities — for get- 
ting better pictures and lower operating costs for 
both Color and Monochrome. 




RADIO CORPO RATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J, 



In Canada: RCA VICTOR Company Ltd., Montreal 



A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



7 SEPTEMBER 

Copyright 1957 
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Two of llir major 8tntioii-o>\'iirrsIii|) f;rou|)p IiciulqiuirlcrccI in New York arc 
on {he poarrli for topflight executives: 

The opporlunilies: (\) *^eneral sales clirrctor; (2) sales proniotioii director. 



In radio they don't often (as has Ahe Schechter) touch the same hase twice. 

Back in the 'SOs, Schechter was Mutual's news director. Now he's returned to the 
network's payroll as |>uhlic relations consultant. 



Hill & Knowlton (which has P&G anionj; its |).r. accounts) is doing a special 
trouhle-sliooting joh for the Crosley group in Indianapolis. 

lI&K's main job h to counteract a local ncws|)aper sni|)ing campaign. 



Colgalc^s agencies are waiting for the other shoe to droj). A realignment of 
some of the brands apparently is coming. 

The reshuffling is expected because of (]) the splitiip of Colgate products into sep- 
arate soap and toiletries divisions, and (2) changes among sales and advertising ex- 
ecutives. 



William F. Hufstadcr, the sales niaslerinind, who rates next to the president 
in the (iencral Motors operating hierarchy, apparently hasn't given up his cpicst 
for a Iv coordinator. 

Although all divisions are competitive, there's a common goal in Fftifstader's plans: fl I 
keep GM on top of tv trends and developments, and (21 try to reduce the cost-|>er- 
1000 of the various tv network investments. 

GM's 1957-58 commitment to date for network tv (time and talent) are headed for 
about $34 million. (See 4 May and 31 August SPONSOR-SCOPE.) 



What hlurs the syndication price picture for many New York agency buyers is 

this: 

After they get a quotation from a syndicator, they Hud souu* stations will give 
them the same film series — |)lus time — for the identical |)rice quoted bv the svndi- 
cator. The hitch, however, is: 

• No control over the choice of the alternate week*s S|)ousorslii|>. 

• Limited freedom in selecting time or negotiating for reruns. 



PI 



Considering the record for executive turnover among llic networks, CBS can lay claim 
to the longest list of survivors over a 20-year span. 

You will find these names on the officer and executive rosters for both 1937 and 1957: 

CBS: William Paley, Lawrence Lowman, James Seward, Joe Ream, John Karol, Herb 
Akerberg, Arthur Hayes, Bill Schudt, and Edward Murrow. 

NBC: Frank Russell, Carlton Smith, Jules Herbuveaux. and Edward Hitz. 

MBS: Sydney Allen, and Adolph Opfinger. 
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CAN YOU TELL A FLOP? 

(Contmurd from [xii^e 

wliicli is tli(^ lowol-])! iced liour |)M)- 
*^rinii and on** of iIk* iiH*\|)('ii"^i\ *• 

of all iii'zlilliiiic >lio\\s. 

W hile iuU (M li^ers were iij)|)ai (MilU 
williiij; to a('C(»|)l liigli cti^ls if tlio rat- 
lii*:s were lii*ili, jii>l so-so ralin*rs were 
a (lifT(M(Mil stor\. 

Cast* in point: lite Ilcih Sltn'nrr 

This eoiii(Ml \ •\ ariel\ s(M ies started 
fairly ^^**ll in Ocloher with siil)s(Hjiieiil 
ratings declining sliglill} . In Janu- 
ary To Tell the Truth \m\> suhsli- 
luled. Since Iv viewing reaches a 
]>(Vik in Jannar\ and llien starts a mild 
decline until the Mav drop, the new 
|)anel show's ratings can he iuter|)r(*ted 
as somewhat l)etter tlian Shriner's. 

lUu there was no big leaj). 

The cost of To Tell the Truth was 
S22,0()() a\ erage per week. ln>we\ er, as 
against The Herb Shruier Show eo>t 
of S 15,000. ladling dow n a nm(di 
lower cost-|)er-l,000 tlian its predecc^s- 
sor, To Tell the Truth was easiU re- 
newed for this season. 

Tlie 10:30-11 p.m. slot on CRS TV 
was a virtual hurial ground for rpiizzes. 
First occupant of the period was lliph 
Finance which had all the ingredients 
of earlier and successful (jui//es plus 
some complicated end^ellishments of 
its own. Uatings from the beginning 
were low and went lower. They should 
ha\e gone higher to keep even with the 
ouarp general \iewiiig upswing from 
.^•^ptember to Xo\ember. To hypo the 
show, name personalities ( Joe Louis 
for one) were brought in as contest- 
ants. 

fn Januan High Finance had been 
dropped and a new sponsor. Hazel 
Bishop, came in w ith another new (piiz. 
1 ou're On } our On n. It made no bet- 
ter showing. A third quiz went on in 
April. Tliis was an old-timer. Tu o for 
the Money. It was uus])onsored and 
fared about as well as its two prede- 
cessors. 

The late 5aturda\ time period and 
opposition from NHC TVs strong //// 
Parade (as well as Saturday e\ening 
feature film on independent stations) 
can account for some of difiiculties 
suffered in this 10:30-11 p.m. period. 

Howe\er, time and opposition are 
not the onl} villains as far as ratings 
are concerned. 

Compare the records of ABC TV's 
Cheyenne and Conflict programs. Both 
are seen in the Tuesday 7:30-8:30 p.m. 
period — on alternate weeks. Both are 
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])r<tdiiced h\ W arner Brollier>. 1 h('\ 
ha\e the ^;nne ineragi* wcrkl\ talent. 
|n()dnctioii cn>t nnd the '^anie i)|>|)o^i- 
tion. 

Hut here's w Ikmc the\ dilTer. (.ttn- 
flirt started out with fair rating*- and 
ietain(*(l them until \la\. Chr\enne 
started (dT onl\ sHghlb higher than 
Conflict hut ke|»t building and build- 
ing its au(lienc«\ Notice the W e>tern 
held >trong e\en after the normal Feb- 
ruar\ decline and Ma\ (li|). 

llert* ar** ^onu* wa\s >]»on'-«»r^ han- 
(IKmI faltering shows: 

• Quick cancellation at tin* tMid of 
13 w(*eks as in the cas** of M5C '\W 
U alter irinchell Shon\ among others. 

• llang (Ml longer (20 week^) to 
s(v if it'll catch on. M?C TW \m///\s 

Irh \M\^ one to tr\ thi>. 

• Change and tight(Mi the format. 
increa"-e |)romoti(ni. 

In tin* latt(*r ca>e there were notable 
In pos that worktul and In |)os that 
failed. 

Some of the tliing> that didn't work: 
Stanley, XBC T\^ situation conie(h , 
tried adding \ariety and a lo\e in- 
terest. CBS T \ 's Hey Jeannie, situa- 
tion comed) . turned to scri|)t doctor- 
ing. XBC T\''s Robert Montgomery 
Show which tried u^ing more comtnlies 
and lighter material mixed with its 
usual hea\ V drama, also added the in- 
novation of a studio audience to |)ro. 
\ide real laughter when it programed 
li\e comed} shows. 

On the other hand Oh Susanna, an- 
other CBS T\' situation comed}. did 
pull up and aw a\ b} doctoring the 
scri|)ts and strengthening the situation. 
?Sote chart and Oh Susanna's steacb 
rise e\ en after the Januar} view ing 
peak. The low Ma\ rating i^ du** lo 
opposition from the XBC T\'^ special 
Mr. Broadway. The Teoph'^s Choice. 
w hich also gained steadil} e\ en past 
Januar} (dipping onh at the normal 
Mav drop-off point), made a plot 
change the additi(m of a sure-fire 
secret marriage twist. 

Brightest Cinderella stor} of the 
past season wa-^ the recuperation of 
Twenty-One. This program started «ifT 
with extremel} low ratings in a \\"ed- 
nesda} 10:30-11 p.m. slot. The op|)o. 
sition was ABC T\*"s IVednesday \ight 
Fights and CBS TV"> alternating I . S. 
Steel Hour and 20th Centurv-Fox Hour 
dramas. W hat boosteil the quiz into 
the big ratings circle \vas a combina- 
tion of two things: {a \ the \ an Doreu 
phenomenon and ibi a switch from 
the late W ednesda\ spot to Alonda\s 




CLEVELAND'S STATION FOR MUSIC « NEWS 




Represented Nationally by 
THE BOILING CO. 

83 



9-9'/M) p.m. in Jaiiiiar\. Tho new tiiiu* 
put Tnenty-One opposite CBS TV's 
liijtli- rated / Love Lucy aiul 7\BC TV's 
low -pnlling l^je Is IF orth Living 
I l^isliop Sheen L Jniiuar) AKB rating 
for the \\'eiulesda\ version was lu.5 
as eonipared w itli 16.2 for the new 
Monday show . lUit after that point 
the rise was practical!) (loul)led in the 
next month and went still lii<:her in 
iMarcli (see chart) . 

( Note: that 16.2 Monday night rat- 
ing for J anna r) was based on ARB's 
supplementary report which has a 
small(*r sample.) 

While Tirenty-One sliows a dechne 
in April and Ma), the ratings for both 
months an* far aliead of the November 
rating — l)ut the per cent of homes 
viewing in Noveml>er is sliglitl) higher 
than April and over lO/r higher than 
May. 

W^hile Oh Susanna. I^eople s Choice 
and Tnenty-One prove shows can re- 
cuperate, there are 50 other programs 
that began confidently at the start of 
the 1956 fall season l)ut have not re- 
tnrned this )ear. There are also sev- 
eral other shows that were horn niid- 
scason last year only to die inid- 
season last \ear only to die. 



VITAL 30 DAYS 

[Continued from page 34) 

plausible plots. The show made a 
comeback through improved scripts. 

For this fall, scripts of many shows 
will be checked for greater credibility, 
more identifiable situations. 

6. Biiilrling: aiulienre prior to the 
debut through promotion is not 
enough. While the month surrounding 
the show debut gets the bulk of pro- 
motion budgets most tv advertisers 
follow up this effort with a\ eekl\ or 
month 1) mailings as well as major 
pushes on a quarterly basis. 

''If a show is well merchandised 
prior to its premiere, its pick-up is im- 
proved in proportion," says S)lvania's 
director of advertising?. Terrv Cunnin*?- 
ham. 

"Tv is show business and requires 
the same care as movie and theater 
promotion. If your show runs the 
average between $75,000 and $100.- 
000 weekly in time-and-talent on a 52- 
week contract, you should certainly 
spend $150,000 to $200,000 on promo- 
tion in the 30 days prior to the show ." 

7. New shows must always be 
kept on tap. If the first rating pegs 
your show as a real turkev. \ ou mi^iht 



as well start scouting for new product 
right then. Producer contracts that 
don't allow for some escape are get- 
ting more and more rare. After all, 
producers plan to be in business next 
)ear and their other product isn't en- 
hanced by having a flop on the air. 

You might be able to get part of 
your money back b\ selling a half- 
interest in ) our show to a co-sponsor, 
but clients who\e lived through the 
sad experience of a flop will tell you 
that this sounds better in theory than 
in practice. 

''We were read) to practicalK give 
away half of our show and no one 
would nibble. ' the ad director of a 
major firm with a 1956 flop told 
SPONSOR under understandable anon)'- 
mit) . 

'Mt s usuall) more practical to swal- 
low the loss yourself and get out at 
all cost. Trying to peddle a flop is a 
waste of time, unless you just miscab 
culated on the t\pe of audience appeal 
and can think of an advertiser Mho 
wants to reach just the type of people 
you happen to be getting." 

8. Don't be caught short. Most 
major tv advertisers today have their 
finger on a couple of reserve shows 
"■just in case.'" This doesn't mean op- 
tions usually, but just close contact 
with packagers who've got likely ideas 
that could be developed fast and 
thrown into the breach. 

"We're continuously shopping for 
new shows, ' says Bristol-Myers' Dick 
Van iSostrand. ''because we take a 
long-range view in all show categories. 
Right now we've got two action shows 
and a quiz up our sleeves." 

9. Shifting genrs in mid-season 
is an expensive proposition. Beyond 
the loss in show investment (if you re 
dropping the original program), 
there's the additional cost of promot- 
ing the new show or time to the trade 
and the sales force. 

""You're going to have to devote at 
least one conuiiercial to the new show 
announcement." the advertising di- 
rector of a major tobacco compan) 
told SPONSOR. 

"That means some S25.000 on that 
conmiercial alone, figuring it's costing 
one-third of the show. Then there's 
the additional cost of new merchan- 
dising and promotion which generalK 
has to come out of our tv budget." 

Additional out-of-pocket expense for 
a 52-week client sw itching shows in 
mid-year could run as high as S250,- 
000, This would mean that bis weekly 




There^s plenty of moss on us! 

If \()Li want \our j)itcli to gathci moss 
when voii tiiiow it down and walk 
around' it, there's 5:2,739 J 19,000.(K) roll- 
ing around in the \\ BNS Radio area. 
If )ou want to he sure of top Pulse 
latings 315 times out of 3r»0 Mondav 
thru I rida) (piartcr hours 6 a.ni. to 
midnight. \ou want WBXS Ratlio. Ask 
John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 
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.show covi would acliiall) Ix' iiicn'ii^rd 

i,v iuiotiuM- sr^ouo. 

TIkmc iiir as nian\ \\a\s of rcsiisci- 
laliii^ shows as llicrc arc* shows on 
ail. rh(* oiih fads lhat hohl liiir 
lhroii«;hoiil is tht" iumnI for thoroii*:h 
aiidinic** proiiiolioii |)rior lo lh(* (I(*hnl 
and ihr nerd f(»r conlinuons nuMvhan- 
disin*: and |)ioni(»tion cfTort thronjih 
ihr Near. OlhtM* safc^^nards (IrpcMid up- 
on in(li\i(hial (MiTiinislaiircs. 

"^ On Ciiu i .slait a silualion ronitvK 
cold on ihe air," sa\s Nestlt*'s Don 
Cad\. *'lt ntH»(ls a wiirni-np in the form 
of faniiliari/inj: the andiencc* uilli llic 
cliarat'ltMs and pcrsonalilit^s inxoKed.' 

This holds true for other forms of 
dramatie shows as well, l^a\s Grv\ 
A(l\(Mlisiuf: t\ -radio \ .p. A! llollandcM : 
*'Kaeh show t\pe has a difTerent de- 
\elopm(Mit {)a('e and iht* audienre pro- 
motion should take thest* (lifT(M(»nees 
into areount. A Western, for example, 
tends to ha\e a slout^r start hut better 
huildinjr powtT and continuation. A 
hijz-name musical reaches its peak rap- 
id!), 1 helie\e. Clients should also take 
these dilTerences into account uhen 
inter|)reting a first ralinjr. A had first 
ratinjz not necessarily the sijznal to 
start lookiufr for a replacement show." 




POWIER 

ll takes /wo types of power to dominate 
the entire Western Market as KOA- 
RAOIO does! Creative power that's olive 
to the needs and wonts of the vast 
rodio'listening West... 

PLUS 

50,000 WATT POWER-thot carries 
the welcome voice of KOA-RAOlO 
throughout o I2 state area... 
reaching 4,000,000 listeners! 

POWERFUL SALES RESULTS, TOO! 

KOA- RADIO is the only station 
you need to sell the West's entire 
rich market! 



Represented 
By 

Henry I 
Christal 



KO 

DENVER 

One of America's great radio stations 
850 Kc • S0,000 WATTS 




10. PilitI erlisin^ helps niaiii- 
lain audienre, it's felt almost nni \ er- 
^all\ . Therefore rlirnts should f"i;:ur(» 
on an added l>ud»;el fur weekl\ Mew<- 
|»a|)(M* ads to pmmole llie shi»w. in ke\ 
cilit»s at I(»ast. 

"We do lhat in addition li» weekl\ 
niailin*;s lo nu\ >ales force/' >a\^ 
{It*orf:c L. Nrwcond*. ad\crli*^in*: man- 
a*ier nf Singer ."^cw inu Machine ( !o. 
'*\\ hen ilV mir own >how, the hurden 
of |>romotin«i it |»relt\ nmch falN on 
u^. hut when itV a network |>acka*:e. 
the network alwa\s has to do a «:ood 
part of the merchandising and |)rn- 
iiiotin*;/' 

Paid ad\ertisin»: has to he taken c are 
of h\ th(» client himself. lUit merchan- 
(lisinj: is frtMpicntK ahsorhcd at lea^t 
in part 1)\ the a*renc\ in return for 
packajze ^how commissions (sec srt)\- 
soK 31 Au*:u'=it "Arc clients duckinj; 
l.i'r on t\ packa^t* showsy'"). \ow 
the time when clients shonid he coni- 
pIctcK clear on the* exact contrihution 
their ajzencit^s will make to the promo- 
tion. pul)licit\ and nierchandisin*: of 
the jihow . 

H\ carl) Septendjcr. promotion and 
n-erchandisin*: plan> ha\c alread\ hccn 
formulated and set into nu)tion. ( ^c(» 
"Audience promotion check list." pa^e 
12 this issue. I As a last-minute re- 
minder. th(^e are steps network t\ cli- 
ents should ha\e takcMi h\ this time, 
includingr some that can still ht* picked 
up for Octoher launchinjis: 

W'e 1 1- r o u n d ed s h o u promotion 
should include pres> parties in the ma- 
jor cities as well a> in the* cit\ whert* 
the ^how orijzinat(»s. l5ristol-M\ ers is 
kicking ofT its Toinhstone Territory on 
\r.C TV \Vedncsda>s H:.'?()-9:00 p.m. 
^'tartin*: 16 Ocioher with a pres^ junket 
to Tond>ston(\ \ri/ona. for example. 

More and more clients are hiriiiiz 
outside puhlicist> to help |)r(»mote tht* 
show hcNond the joh the network and 
agenc) do. 

The warning experienced acKertis- 
ing directors ofTer here is: 

"Don't spread \ our pronu)tion bud- 
get too thin. The more people ) ou'\ e 
got inxoK ed in the campaign, the more 
are collecting a non productix e ser\ ice* 
fee. 

"On the otht»r hand, there's no ques- 
tion hut that an outside p.r. sho|) spe- 
cializing in show promotion will he 
ahle to provide ser\ ices \ on wouldn't 
otherwise have. The ino>t important 
thing then is to estimate the budget 
correctl). so that \ ou u^e it in the 
n.'ost efTective wa\.' ^ 
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San Antonio 



MORE DAILY HOME 
AUDIENCE IN SAN 
ANTONIO THAN 
ANY OTHER STA- 
TION! 

MUSIC 4 NEWS 
for ADULTS 

Coll Avery-Knodel, Inc. 



re 
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Only ONE b otop the 

Continental Divide 

Serving i>orii Hie Atlontic ond 
Pacific Sides of Americo 

KXLF.TV4 -:- Montana 
Butte 

Eost— TlM Wolker Co. 

West— focific Nortliwcst Broodcostm 
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by Joe Csida 



BIG 



and still growing 




I t-U I N O i S 




ROCKFORD 

market power! 



New industries continue to come to 
Rockford . . . and companies already 
here continue to expand. That is why 
Rockford has become the NO. 1 City 
in Illinois (outside Chicago) . . . and 
a rich market for your products or 
services. Rockford is the 2nd largest 
machine tool center in the world . . . 
34th in the USA in expendable income 
. . . 36th in buying power . • . and 
13th in Postal ^v'^i/ 



and still growing 



Survey offer Survey of 14 
counties indicates Uncontested 
Dominance of Northern Illinois- 
Southern Wisconsin area by 
WREX-TV. 

* Combined rural and industrial 
following . . . ideal for test 
campaigns. 




Sponsor 





More action on the film-front 

A certain percontago of readers, it seem? (like 
a certain percentage uf people anA^\here) are 
inclined to be slightly sensitive and occasionally 
emotional. And no matter how plaiidy or care- 
full) a columnist tries to say u hat he has to sa\ . 
it is almost impossible to he completeK under- 
stood hy all the people all the time. Some time 
ago I did a piece in uhich 1 said I believed mv 
old friend, Milton Kackmil. the double president (Universal Pictures 
& Decca Records) could have made a better deal for the tv rights to 
his Universal-International library a year earlier, than he could at 
the time he uas negotiating. 

In April when the column appeared I heard nothing from Rack. 
But on August 5 came a tearsheet from the A York Herald- 
Tribune, with a three-column cut of Rack and Leo Jaffe, vice presi- 
dent of Columbia Pictures, signing contracts. 1 he contracts called 
for Screen Gems, a Columbia subsidiary, to pay to Universal $20,- 
000.000 over a seven-year period. In return for this $20,000,000, 
Screen Gems has the exclusive distribution rights for television to 
the U-1 catalogue of over 600 pictures for that seven-year period. 
Attached to the tearsheet was a note from Rack, which said: 

''So how often can you be this wrong?" 

In view of the Warner Bros, deal. Rack's deal looks sensationaL 
In view of the MGM deal, maybe not so great. The fact remains that 
I believe Rack was over-sensitive when he chided me about being 
wrong. 1 didn't say he wouldn't be able to make a good deal. He 
did. 1 nierel) said he w ouldn t be able to make as good a deal as 
he might have made a year earlier. 1 believe he could have gotten 
more than S20.000.000 a year earlier. If Rack would like to debate 
this in ''Backstage,'' I'd he happy to. but till he says he would. I'll 
drop the matter. 

Horror package is smart selling 

Regardless of how good a deal Rack made for the catalogue, I 
believe Screen Gems is doing a verv smart selling job on it. Splitting 
the films into packages, and particularly "Shock"' horror film pack- 
age, is smart merchandising and selling. I like the promotion idea, 
which someone has developed, for kicking off the package in four 
major markets sinmltaneously. EarK in October, one specific week 
will be promoted as '"National Weird W^eek." and on that date tw^o 
major East Coast stations and two major W est Coast stations will 
kick off the '-Shock'' shows. WV\BC-TV in New York and W'CAU- 
TV in Philadelphia, and KTLA-TV and KRON-TV in Los Angeles 
and San Francisco respectively will telepremiere the ''Shock ' films, 
most likelv with the original Boris Karloff '^Frankenstein." 

The overwhelming success at the box office of the New York Para- 
mount Theatre of the English-made "The Curse of Frankenstein" is 
a fairh good s^ign that the "Shock" package will be a rating suc- 
cess. And it s this kind of promotion and showmanship which pays 
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WREX-TV 

sales power! 

WREX-TV — "The Viewers' Choice" 
DELIVERS your message to the buyers 
in this rich industrial and agricultural 
market. 

The consistent high quality in produc- 
tion, promotion and merdiandising of 
both spots and programs has earned 
many major awards for WREX-TV this 
year! For the best medium to reach this 
Rockford area market consult H-R for 
the WREX-TV story. 

J. M. lAISCH, Central Manager 

REPRESENTED BY H*R TELEVISION, INC. 



CHANNEL 13 

©ROCKFORD 
ILLINOIS 






Two exciting 
personality programs 
daily from Detroit's 
EASTLAND SHOPPING 
CENTER 



The huge, new $25 million Eastland Shopping Center 

is the talk of Detroit. It features 73 stores, has 
parking space for 8300 cars, serves a neighborhood 
of almost a half million people — more people than 
live in Omaha, Toledo, Nashville, Miami or 
Ft. Worth. 



Naturally, WWJ is right in the center of things — with 
its exclusive glassed-in studio, two top notch music 
-and-interview progi'ams every w^eekday, merchan- 
dise displays, and other salesmaking featm'es. 



Step up your Detroit business by using this power- 
ful one-two punch on WWJ. 




JIM WOOD 
11:05 A.M.-12 Noon — Weekdays 



WWJ 



AM AND FM 

RADIO 




WORLD^S FIRST RADIO STATION 

Owned and operated by The Detroit NewS 

NBC Affiliate 

Nof/ono/ Represen/o//ves Peters, GriFTin, Woodward, Inc. 



JIM DELAND 
4:30-6:00 P.M.— Weekdoys 
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114% MORE audience 
than Station B ALL DAY! 




r 



Mar. -Apr. '57 Hooper in Lansing Shows 
MONDAY THRU FRIDAY 



7:00 a.m. -12 noon 
12 noon-6:00 p.m. 



WILS 
61.4 
53.7 



Station B 
23.5 
30.1 




5000 




LIVELY WATTS 



W 



MORE listeners than all other 
stations heard in 
Lansing combined 

*Mar thru Apr. 
average C* E* Hooper, Inc* 



A 



LANSING 



r 



Represented Nationally 
by 

Venard, Rinfoul & 
McConnell. Inc. 
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Sponsor backstage continued 



off in extra dividends for agencies and advertisers. 

Another column I did which seemed to he somewhat misunder- 
stood was the one on the niusic-news-service format of the Plough. 
Inc., stations. 1 did not say that 1 helieved the Plough stations had 
originated the music-news-service format, nor the top 40. nor any 
other music format. I merel) pegged the column on the Plough 
move to cop) Wright its format. 1 even made the point that I did 
not know whether the format was copyrightahle at all. Yet some 
very hright broadcasters like Jake Kndjr\ of \\^ITH. Baltimore and 
James Brown of KOSl. Denver wrote SPONSOR and me as though I 
had credited Plough with originating the entire music-news format. 
Mr. Brown made the point in his letter that people like Todd Storz. 
Dave Segal and many others had contributed substantially to the de- 
velopment of the music-news format. I couldn't agree more. 

Another variation on the music formal 

And now along conies WORL in Boston with yet another variation 
on the music format. Again I hasten to add that Ym not at all sure 
that the Boston station is the first to use this variation. But 1 find 
it a highly interesting one. \T'hat WORL is doing is programing a 
full and consecutive 1.5 minutes of music by individual artists fa 
quarter-hour of Crosby; a quarter-hour of Sinatra: a quarter-hour 
of Patti Page; a quarter-hour of Betty Johnson, etc.). The format 
takes care of top current records by recording artists, who haven't 
yet had a full 15 minutes of stuff released, by inserting periodically 
and quite often, a variety bandstand segment, during which time 
current hits by such artists are lumped together. 

WORL calls this treatment ''950 Club Programing,'' claims to 
present 950 music stars ever) week on the Revolving Bandstand. As 
far as I'm concerned this format has a great deal of appeal and in- 
terest, but it also has some inherent dangers insofar as holding an 
audience is concerned. It seems to nie that if the station is playing 
15-minute segment of an artist the listener doesn t like, they're al- 
most sure to lose that listener. 1 can see a listener sitting still for 
one tune by an artist whose vocal qualities do not appeal to him. but 
1 can't see that same listener holding still for 15 minutes of music 
b) an artist he finds unattractive. 

This, of course, is purely a personal opinion, and I could easih 
be wrong. At any rate I feel the \^^ORL idea is a fascinating one 
and I hope it works fine, whether WORL or any other station orig- 
inated it. I've written a number of columns urging a more im- 
aginative, more intelligent use of the tremendous wealth of recorded 
music available toda\. For the more imaginative and intelligent such 
efforts, the larger the audience for advertisers. 

1 can't close this week s piece without saying how very glad I am 
to see Joe Ream coming back to work for CBS. Joe retired as execu- 
tive vice president of the network in August 1952, and he's been 
awav much too long. He's coming back as vice president in charge 
of CBS's W^ashington office, and 1, along w ith bis thousands of 
friends in the industr\. welcome him back. He s one of the bright- 
est and nicest men ever to grace the broadcast field. ^ 



Letters to Joe Csida are welcome 

Do you always agree with what Joe Csida says in Sponsor 
Backstage? Both Joe and the editors of SPONSOR will be happy 
to receive and print your comments, Address them to Joe 
Csida, c/o SPONSOR, 40 E. 49//?, New York 17, New York, 
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We 

Sincerely 
Believe : 



. . . that the vast majority of WSB Radio's hun- 
dreds of thousands of consistent listeners are old 
enough and mature enough to have minds of 
their own — 

. . . and that by giving them variety in music, 
intelligent and comprehensive news coverage, in- 
terspersed with well planned local and network 
programs — 

. . . presented to them on the air by pleasing 
personaliiics instead of '"characters" — 

. . . results in a WSB Radio audience with a piir- 
cliasifit; potential that dwarfs that of any other 
radio station in the Atlanta market. 



nV defend iUfr audience at^tiinsl the untrue thecny 
that "the uvent^e inenttditx of the listening public 
is that of a fourteen-year ohi." 



H\Sn Riulio is not a fuke-ho.\-prof^'r(un typed station 
with just "the top lO-'JO-.lO- fO-'tO turns'' 
runinied itito our Itstenerv e(tr\ day and nit^ht. 



MV insist that our W'SIi Radio air \tatjers pnsent 
themselves as nests in ottr I is tern rs* homes, 
easily understood ami liked by eviry nunibir of the 
family from eif;ht to eit;hty. All rating surveys 
prove ottr dominant tn leptant e in Get>r{;ia. 



If you want to reach the /?(")"/ VG nunibers of the 
radio fatnilies in the Atlanta fuarkit use l^'SB RaduK 




WSB/ RADIO 

The Voice of the South • Atlanta 

Afjihated with The Atlanta Journal and Constittnion. 
i\BC a0iliate. Represented by I dw. Pitrx \ Co. 
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Tv stability 

If network telex is to achieve real .^tal)llity, it nul^t 
I)r(*ak the cycle in which: 

( 1 ) there i> a hi*!;h ])ercentage of program ca^naltie^ 
which 

(2) hids up the price of surviving programs and 

(3) increa>e> the tendency to drop programs whose rat- 
ings are weak — hecause the cost is so high. 

There is no fornmla way this can he accomplished. As tv's 
collective wi>dom increases with the years, the high show 
turnover rate will sinnner-down. Television, after all, is 
harely 10 years old — a fact often overlooked hy its critics. 

But we helieve there is something each individual adver- 
ti>er and agency can do now to slow the turnover rate. 

Instead of making quick decisions in the next few months 
to drop ^^hows that .^tart weak, more clients should seek to 
>ave their shows through concentrated program doctoring. 

True, the stakes are high and you can't afford an extended 
buildup period. But the experience of a number of clients in 
past seasons (see article page 33) shows that changes in 
format and scheduling can be made to pay off. 

You have to move like a trip-hannner and do in weeks what 
network radio's showmen could take mouths to do. And you 
can't save every show. 

But every show that admen can breathe life into helps 
bi*eak the cost spiral and contributes to tv's stability. 

New ubiquitous comestible over-all 

We recently reported on Nucoa's New York radio-plus- 
>kywriling campaign under the title "The flight that flopped'' 
(17 August, page 32). W^e thought the Nucoa approach to 
humorous selling had much too much humor and virtuallv 
no seU. Now we're pleased to report Nucoa is moving to 
more practical u^e of radio with its ''New ubiquitous co- 
mestible over-alT' connnercials (die initials >pell Nucoa). 

But we're still not really happy. These commercials are 
fun to bear. But they are trickv and mighty far from using 
enough time explaining just why Nucoa is good margarine. 

THIS WE FIGHT FOR: Cdsluiegister results 
are the true index of media effectiveness. Yet 
most air media research is built on ratings. 
Air media buyers and sellers shoidd work to- 
gether to end this lopsided research emphasis. 
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lO-SECOND SPOTS 

Bali-hi! From a Screen Gems, Inc. 
release. "On Bali there are no nerv- 
ous breakdowns or ulcers." Just the 
place for a Madison Avenuers vaca- 
tion! 

Research: Sign on the wall of the re- 
search department in a Xew York sta- 
tion rep firm: "ON WHAT DO YOU 
BIAS YOUR OPINION? ' 

Outnumbered: When the American 
Women in Kadio and Television con- 
vene in San Francisco next spring. Mc- 
CalFs Magazine will present its annual 
aw^ards. About 800 AWRT women will 
be on hand. McCaWs is sending 20 
men — a ratio of 40 to 1. That should 
make the girls happy! 

Ad safety slogans: Bartell station 
WAKE, Atlanta, ran 496 announce- 
ments over the labor day weekend to 
remind motorists: "Wake to walk Tues- 
day. Dri\ e as though your life de- 
pends on it. " 

Big tee: From WJRF-TV. Augusta. 
Georgia — "Bill Crichton. pro golfer, 
drove a golf ball off the top of WJBF's 
new 1,292-foot tower . . . No one knows 
for sure if an) records were set. But 
it is believed to be the first time a golf 
ball has been driven down U292 feet. 
Okay, drive it up again! 

Kow-chu! The Asiatic flu was the 
subject of a WVstinghouse station, 
KDKA-T\\ Pittsburgh, program. The 
program's title — "The Silent Invader." 
Sounds a little like the Hidden Per- 
suaders to us. 

Brrrr! To promote the new Herb "Os- 
car'' Anderson show. ABC TV w ill 
have live models dressed in barrels in 
front of such agencies as Lennen & 
Newell: B&B; JWT; Mc-E: SSC&B; 
A.yer; Bates; Dohertv, Clifford. Steers 
& Schenfield: Kudner: Y&R; BBDO, 
and D-F-S. The letter announcing this 
event concludes. "We will use six pairs 
of models who will spend half their 
time in front of one location and the 
other half in front of another so that 
if they are not at one location at a 
given moment, they are at another lo- 
cation nearby . You hide 'em, ABC. 
and we'll find them! 

Odd clients: A recent list of NBC 
Radio clients was headed b\ this one: 
Abstainers Association of America. 
Liquor, sex or television? 
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SERVING THE GREAT 
ST LOUIS MARKET 

REPRESENTED NATIONALLY 
BY THE KATZ AGENCY INC 
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